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Ever use a CALLING CARD  Aegageltal: 


tional body, opacity and 


..emake an ANNOUNCEMENT? ee & oe 


\ \ cards. aS 


| Then you'll want to know this! \ Rising 





How it looks . . . how it feels in the Snow-white fine vellum 
hand—these are the characteristics by and bristol paper of broad 
which you judge. And they are the end application and accept- 
ance for wedding invita- 


results of using only fresh cuttings for - 
tions, cut cards, etc. 


your rag content . . . the best pulp... 
thorough blending.. . . constant quality e 
ee sveetce ia control throughout. The reasons, in short, Rising 
sie ones vor why Rising paper is recognized everywhere Acknowledged leader 
s “Fine Paper At the No. 1 Sulphite vellum 


a YOUR QUALITY GUARANTEE j 
Its Best”. So well rec- y Bakers dozen of continuir and bristol field... “clean- 


ognized that production is He Pb » berth oe est, crispest, whitest of 


up a full 33144% since 1948. them all.” 
AND REMEMBER ...’‘Fine Paper 


That’s the equivalent of 
ogee . , At it’s Best’ costs no more... 
Wtiteiien three - billion calling cards! so why not hove the best! 


ae 


Write for your copy of “Fine Paper At 
kis Best—And How It Gets That Way.” 


THIS COUPON ENTITLES YOU TO 


25 STANDARD SIZE SHEETS 
OF RISING PAPER 


(for press run tests) 


Present this coupon to your 
printer or paper merchant or 
mail directly to Rising Paper 
Company, Housatonic, Mass., 
with your letterhead. Offer lim- 
ited to one set of samples to a 
customer ated you are re- 
quested to return a report on 
your test run. P-H- 


TRY THESE OTHER RISING PAPERS, TOC 
@ Parchment—-100% Rag 
e No. 1 Index—100% Rag 
e 25% Rag Bond 
@ Opaque Rag Bond—25% 
e Intralace Text 
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DUAL=+RI1TE <= the most versatile electric typewriter of all times! 


Reming Rand Advertisi 


Department a 
FOR REPRODUCTION - Dual-Rite enables you to “set your ow 

type" for catalogs, price lists and direct mil. Flick the 
switch -- get this Bold, double-weight printwork for “punch* 
headlines, captions, prices, etc. Flick again -- return to 


this Regular typescript, ideal for body copy and text. 


FOR REGULAR TYPING - Dual-Rite cives you distinctively uni- 
form correspondence and copy, crisp, legible carbons, in- 


creased production, and a healthy boost in employee morale, 


Best of all, any typist can operate Dual-Rite. There's no 
special skill, no high salary involved. Cost? A few pennies 


more a day than an ordinary manual typewriter, 


DUAL-RITE cziz 


types Regular or Bold at the flick of a switch! 


For free demonstration or literature write EG oo _ 
’ urth Ave 


” N.Y. 1 Oo, N.Y. 





Trey Y orterof7 —~ 
DIRECT MAIL 
ADVERTISING 


Address all mail to 
Editorial and Business Offices 


224 Seventh St., Garden City, N. Y. 


Phone GArden City 7-1837 


Volume 16 Number 1 


The Reporter of Direct Mail Advertising is 
published monthly by Henry Hoke, publisher 
at Garden City, New York. Subscription price 
is $6.00 a year. Re-entered as second class 
matter at Post Office at Garden City, New York 
under the act of March 3, 1897. Copyright 1953, 
by Henry Hoke. 


Henry Hoke, Editor and Publisher 


don't i | get M. L. Strutzenberg, Business Mar. 


Henry Hoke, Jr., Advertising Mgr. 
Dudley Lufkin, Field Editor 


MOPe POCCUPTAS? —& siem, civics 


Reduce this ever-present worry by using Cupples Short Notes . 


° = that the Cover Story: “Crusader For 
Personalized envelopes — tests show Y Advertising Education” . 


i H k 
increase returns. by Henry Hoke 
Selling By Mail To Business 
i j i nd Executives .... 
Inspired use of color, design, embossing a yo 


layout can make your mailing stand out. This Direct Mail Days Mean Business! . 


means only one thing to you — more envelopes opened 


Survey Of Mail Opening Practices . 
= by Niles G. Foss 
— more mailings read— more returns. 
The Chocolate Soldier . 
i - by Dudley Lufkin 
les representative today 
Call your Cupp . P How To Get The Right Start 
In Direct Advertising . 
by Harrie A. Bell 


Personalities In The News . 


What You Should Know About 
Christmas 


TRiangle 5-6285 Good-bye To A Great Spirit 
by H. H. 


THE ONLY MAGAZINE DEVOTED 
EXCLUSIVELY TO DIRECT MAIL 


The Reporter is independently owned and op- 

—— erated. But in addition to thousands of regular 
subscribers, all Members of the Direct Mail 

—— Advertising Association receive The Reporter 
WASHINGTON as part of the Association service. A portion 


envelope CO., ane. of their annual dues pays for the subscription. 
360 Furman Street + Brooklyn 1, New York THE REPORTER 





McLAURIN-JONES 
FINE PAPERS 





WARETONE MIRROR FINISH Clarity is important in printing. It gives sparkle, zest and snap to your 


OLD TAVERN METALLICS 

M-J POSTCARD 

GUARANTEED FLAT GUMMED PAPERS 
RELYON REPRODUCTION PAPER 


printed piece . . . makes it come alive! 

Put new life in your printing, label, box covering and postcard work. Win 
‘ 4 | 6 > | 

new acclaim. 


Print on the one line of fine paper designed to compliment your craftsmanship! 


McLAURIN-JONES COMPANY HEADQUARTERS: BROOKFIELD, MASS. 
NEW YORK ; ' a ‘ , wm at a ANGELES 
Mich., Homer, La 


FF E | WwW R TI 


M s: Br kfield and W M Grand Rapids, 


McLAURIN-JONES FINE PAPERS 


Lp enn, pent sage ogra 





COUNSEL 
RESEARCH 
PLANNING 

ART 
copy 

PRINTING 

LISTS 
MAILING 


. fact is, every- 
thing needed for a 
complete and suc- 
cessful sales pro- 
motion and direct-mail 
advertising campaign 
is created and pro- 
duced under one 





responsibility. 
Creative and produc- 
tion know-how 
seasoned by 35 years 
of experience. An 
organization of 

112 persons. 


THE FOLKS on GOSPEL HILL 


a division of 
THE JAY H. MAISH COMPANY 
Advertising Agency 


MARION . OHIO 


We welcome your direct mail ideas and news items for this department. Send all materia! to 
Short Notes Department, The Reporter of Direct Mai! Advertising, 224-7th St., Garden City, N.Y. 


© WE ARE RESUMING the usual 
number of Short Notes . . . after a tem- 
porary shortening for the April feature 
issue. You new readers should understand 
the purpose of this popular department. 
Read it with a pencil in your hand. 
Check those items on which you or your 
secretary should do something (like write 
for a sample, make a contact or check 
your calendar). In this way .. . you'll 
get more than your money’s worth out 
of each issue of The Reporter. 


J3J 


[) FOLLOW-UP: After our Short Note 
on page 10 of March Reporter about 
that mail order offer of “miracle” oils 
. « « McClure Newspaper Syndicate, 247 
West 46th Street, New York 36, N. Y., 
sent us a copy of Elmer Roessner’s 
“Business Today” column which they 
syndicate. In it, Mr. Roessner discusses 
a similar situation with another company 
— the Trulove Company, perfume manu- 
facturers. A fraud order was issued 
against Trulove for claiming that per- 
fumes will give the user unusual “powers” 
over men. Trulove’s attorney, Leon Ma- 
donic, is seeking an injunction against 
the P.C. fraud order because he claims 
the ads were not intended Jiterally. Just 
romanticism that surrounds all perfume 
advertising. Mr. R r’s contention is 
that women buy perfumes because they 
want to dream of such powers, not actu- 
ally make them a reality. “In effect,” 
he says, “the Post Office has issued a 
fraud order against dreams.” 


JT) 
— “ARE YOU REACHING THE KEY 
MEN TO SELL?” . . . That’s the ques- 
tion asked in a good mailing from The 
Letter Shop, 214 Mission Street, San 
Francisco 5, California. In a letter by 
Dick Smith, the promotion points up the 
fact (with cartoons and statistics com- 
piled by James Jump and Associates, re- 
search) that most every industrial pur- 
chase is a multiple one . . . dependent 
on many individuals. Example: Before a 
general manager of a large oil refinery 
bought some needed fork lift trucks, the 
manufacturing committee, head of re- 
finery engineering department, project 
engineer, general foreman, zone engi- 
meer, project engineer, general mana- 
ger’s friend, section foreman, and the 





purchasing agent were consulted. The 
Letter Shop promotion stresses in an 
effective way . .. the need for multiple 
names on industrial mailing lists. 


Jad 


0 THE GOLDEN GATE will be the 
backdrop for the Advertising Association 
of the West’s 50th Anniversary Conven- 
tion June 21st to 25th. With the San 
Francisco Advertising club acting as hosts 
. the confab will include five days 
of business sessions and gala anniversary 
celebration. Planning for the Frisco meet- 
ing is now underway with A.A.W’s Bob 
Gros acting as Convention Chairman. 


47) 


(0 EXPANSION NOTE: E. B. Berko- 
witz, President of Tension Envelope 
Corporation, has announced plans for a 
new plant in Fort Worth Texas. The 
new spot for Tension will be their sixth 
plant (others in New York, Kansas City, 
St. Louis, Minneapolis, and Des Moines). 
With 25,000 square feet in a new in- 
dustrial building in Forth Worth, the 
new facilities will service the growing 
Southwest marke: . . . formerly handled 
by the Kansas City plant. 
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O FOR THE MAIL ORDER LI- 
BRARY: A large factor in the success 
of your mail order operation depends 
upon how you ship your product .. . 
the condition in which it reaches the 
customer. “How To Pack It” . .. a 
newly revised book published by the 
Hinde and Dauch Paper Company, San- 
dusky, Ohio, answers many of the pack- 
aging problems. Twelve different styles 
and types of standard corrugated boxes 
and 72 corrugated specialty boxes are 
illustrated . . . and the uses for each 
explained. The 30 pages of this inform- 
ative book tell you exactly what box you 
should use for what product . . . also 
suggesting proper sealing methods for 
each. You can get a free copy by writ- 
ing to Hinde and Dauch. 


JJ] 


(0 ALSO WRITE to Direct Mail En- 
velope Company, Inc., 15 West 20th 
Street, New York 11, New York, and 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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The inside story of 
the list business #9 


Still holding out? Are you one of the few list owners 
who still have not started making money from the rental 
of your names? Let’s try and see if we can outline all 
the advantages for you and perhaps clear up some mis- 
conceptions. 


1. IT’S PROFITABLE 


If you have a list of customers, or subscribers to a serv- 
ice or publication, or recent expirations, totalling 25,000 
names or more, you are losing money by not capitalizing 
on these names. Many mail sellers count on the revenue 
from their list rentals and figure it in their budget. Ad- 
vertising and promotion is frequently paid for, at least 
partially, with this kind of income. If you don’t use 
your list yourself and have no ready-made addressing de- 
partment, consult with us and we will figure out a way 
to have this done for you. 


2. WE HANDLE ALL DETAILS 


You don’t have to be bothered at all. If you already 
use ‘your own list, you are set up to handle a little addi- 
tional addressing also. You don’t have to add any new 
personnel. Complete instructions, right down to the 
method of shipping are given you to pass on to your 
mailing room supervisor. When the job is completed, 
just let us know and we'll take care of the billing in your 
behalf, and also the collecting. 


3. COMPETITORS WON’T SEE YOUR LIST 


We can send you a sample of every mailing to be ad- 
dressed before you accept the order. It’s completely up 
to you to say whether or not you feel the offer is com- 
petitive. 


4. YOUR CUSTOMERS WON'T OBJECT TO 
RECEIVING MAIL 


With the tremendous growth of direct mail advertising, 
the names of your customers are available from many 
sources. Aside from having bouglt from you, your cus- 
tomers have undoubtedly also purchased other goods 
or services of many kinds, or have subscribed to more 
than one publication. 

Their names also appear in dozens of directories or offi- 
cial sources such as telephone books, birth records, city 
directories, motor vehicle bureaus and so on. The value 
of your list lies in the fact that you can deliver a profit- 
able pre-selection of names of people known to be in- 
terested in the offer 

If the mailings scheduled on your list are properly spaced 
to arrive a week or so apart, your customers will prob- 
ably never notice the addressing and identify it with 
your list. Since your customers have frequently indicated 
their interests by responding to you, it is quite likely 
they would also be glad to know about related offers. 
As a matter of fact, tests have indicated that a list which 
is used frequently, produces better results than a list 
which is seldom used. Perhaps the explanation is that 
frequent mailings keep the prospect aware of the me- 
chanics of buying by mail and the habit becomes more 
strong. 


5. A NON-COMPETITIVE RENTAL WON'T 
TAKE ANY DOLLARS FROM YOU 


People will buy when they have a need, whether they 
receive a mailing piece or hear a radio commercial or 
see an ad in a publication. You can’t put a fence around 
your customers. Moreover, if you will do a little figur- 
ing, you can easily decide whether any possible loss of 
sales would equal the revenue from the rental. Remem- 
ber that few mailers of any kind get more than a 3°% 
response. And, of course, not all of these people will 
stop buying from you by any means, just because they 
have also bought elsewhere. 


6.YOU CAN'T BE TOO BIG TO MAKE MONEY 


Perhaps you are a million dollar operation and think that 
the revenue from lists is too minor to be interesting. 
But most large corporations work on a departmental 
budget. The income secured from list rentals can remain 
in the direct mail department and be used for new equip- 
ment, additional personnel or an enlarged promotion 
campaign. The president of your firm would certainly 
welcome extra business which you could produce at no 
extra cost to the company. 


7. YOUR LISTS ARE SAFE 


The firms who will use your list are well-known, reputable 
companies who have been in business for many years. 
Lists must be continuously available to them so they 
adhere very strictly to the one-time rental basis. Aside 
from ethical reasons, there is a very good economic 
reason why a mailer would not bother to copy a list. 
If the addressing rate is kept normal, it is cheaper for 
the mailer to re-order a list in the normal way than 
to maintain a copy of it. So that your mind can be at 
complete rest on this subject, we can tell you of a very 
simple method of checking on the number of uses of 
your names. 


8. YOU, TOO, CAN CHANGE 


The world changes, and policy should be re-examined 
from time to time. Where it might not have been prac- 
tical to rent your list a few years ago, list renting has 
now become such an accepted practice that only a minor- 
ity of list owners are not doing it. The leading busi- 
ness paper publisher, for instance, has set up a complete 
depar‘ment for handling all aspects of rentals — auto- 
matic addressing and inserting equipment, elaborate -ross 
indexing of names by subject interest, a staff of salesmen 
and a sales manager who actively seek business. Since it 
is not feasible for the average publisher or mail order 
firm to go so far as this, the same result can be achieved 
with our service. 

Almost without exception, the mail order companies who 
sell gifts, luxury foods, household gadgets, wearing ap- 
parel, books and courses, tools, car accessories, garden 
supplies, and what not, rent their names. With today’s 
high costs, progressive firms look in all directions for 
revenue. The renting of their lists is one of the best 
sources. 

Have we covered all your questions? If not, tell us what 
else is on your mind, and we will try to find the answer 
for you. 


Wn. W aw Sen. awl 


President 
NAMES UNLIMITED, INC. 
352 Fourth Avenue Murray Hill 6-2454 N. Y. 10, N.Y. 


Charter Member National Council of Mailing List Brokers 


OUR 25th YEAR IN THE LIST FIELD 











ask for a copy of “The Guide To Use 
of the Mails.” It’s a 28-page up-to-the- 
minute summary of postal regulations 
. with a quick reference to current 
postal rates. Tells you how to reduce 
mailing rates, save time, etc. Even has a 
blurb on how to mail baby alligators! 











e PRESTIGE 
e ATTENTION 
e INTEREST _— 


ee 
e ACTION 
You con depend on a Tension Creative Design Envelope UJ IMPORTANCE PAYS OFF. This 
for reader impact! is the time of year when restaurants and 
Tension knows the ingredients that make an ones hotels blanket executives with courtesy 
—_ ? an ’ . . 
do an outstanding job—on envelope thot's never os credit cards. But sesteed of the conven- 


in the pile” . an envelope that increases prestige, - : 
orouses interest, intrigues the reader to open it and tional letter accompanying the card, 


reed your aay aa re * . Maurie H. Orodenker Advertising 
cum tee et dapetmenn, called by epeciaiane th ale Agency (2132 Title Building, Philadel- 
ative envelope design phia 10, Pennsylvania) “did it up brown” 
In addition: Tension offers a ane oo for client Bookbinder’s Seafood House, 
Oe ee tase ee ae —T Philadelphia restaurant. The Bookbinder 
credit card was enclosed in a formal, 
French-fold “invitation” folder. Gave the 
card a discriminating invitation setting. 
Copy was simple. “You are cordially in- 
vited . . . to enjoy every privilege and 
courtesy offered by Bookbinders.” Made 
the card really sound important. The 
“invitations” were mailed to Philadelphia 
banking, industrial, civic leaders 
with excellent results. 


47) 


[] WILLIAM BUCK of Tel-a-Friend 
Hosiery Company, Wyncote, Pennsyl- 
vania, knows how to get a sales letter 
passed around an office. On a letter di- 
rected to office girls (to sell them Tel-a- 
Friend hosiery) he put in a large box at 
the top: “THIS LETTER IS FOR THE 
Smartest GIRL IN YOUR OFFICE.” 
What secretary could resist reading the 
letter after that? 


This Tension Envelope 
Furnishes You A Record Ida 
For Your Files [1 GUIDE DOGS FOR THE BLIND 


While It’s Out Collecting! are expensive. So the Guide Dog Found- 
Tear-Off Here's an easy, low-cost way to collect small 


ation for the Blind, Inc., 1 Continental 
Tab for Your | chonge when o customer's mail order doesn’t 


Avenue, Forest Hills 75, New York, 
teatie que “edd up’: Wt tahes jest © minuto~end lets prospective contributors know the 
two quick changes of carbon—to write the 


rigid standards under which the dogs 
customer's name on both flap and record are awarded. A good impact is obtained 
tab, indicate the balance due and reason in their appeal letters by including with 
for the shortage. The tab tears off, goes in it . . . an actual application by a blind 
your file. The address on the flap shows applicant for a dog. Lets prospective con- 
through the window, saves extra typing, 


(A somple of Tension’s inventiveness is 
shown in the ad below 


TENSION ENVELOPE CORP. 

















ENVELOPES To Save 
You Labor, Speed Service, 
Help Prevent Mistakes! 


“TENSION 
INVENTIONS 


“TENSION ENVELOPE 


tributors know their money isn’t wasted. 
when you slip this envelope inside an The application highlights the standard 
of care required for the dog, the blind 
person's ability to carry out the train- 
ing course, etc. Very effective charity 


appeal. 
47) 


Oo THE USE OF SIMULATED 
CHECKS in appeals can get you into 
trouble if you make them look too au- 
thentic. Herman Herst, Jr., of Shrub 
Oak, New York, sent us one he re- 
ceived in a charitable appeal. It was 


address-saver” envelope for mailing 
Your customer knows at a glance how much 
he owes—and why. A built-in coin pocket 
makes it convenient to return small coin pay- 
ments. The name and address on the flap 
makes positive identification easy when the 
envelope returns 
Write for a sample today! 


PA EN SIAN 


ENVeE LOPE” 


(Ge) -3-Je)-7:¥Nle),| 
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a simulated bank check for $10 made 
out to the charity. It was supposed to 
be “merely a symbol, meant to drama- 
tize the urgency of our appeal,” the let- 
ter said. But it looks so authentic (includ- 
ing the imprint of a leading New York 
bank) that a chiseler would have little 
trouble cashing it. In fact, we know a 
building contractor who used a simulated 
non-negotiable credit “check” for $50 
towards the purchase of his homes. One 
recipient actually got it cashed by a local 
bartender. If you use simulated checks 
. . » make sure that they are NON-NE- 
GOTIABLE. 
JT) 


[] THE HUNDRED MILLION CLUB 
New York meeting on March 12th was 
its largest in history. Had to move lunch- 
eon spot to accommodate nearly 300 who 
showed up to hear and watch Time, 
Inc. panel of experts plan a promotion 
drive. 
eed 


[) TWO GOOD LETTERS that caught 
our attention were those by J. Wilson 
Newman, President of Dun and Brad- 
street, 99 Church Street, New York; and 
Industrial Distribution’s Circulation Man- 
ager Guy L. Yolton, 330 West 42nd 
Street, New York 36, New York. New- 
man’s correspondence to customers is 
tops. Philosophy without being snooty. 
Cordial contact without pretension. Says 
“hello” to the many D & B accounts 
interviewed by field reporters. Yolton’s 
circulation letter to sales executives is a 
straight-forward sales message announc- 
ing: “No gimmicks, no gadgets, no 
glamor. Only this: You and your key 
executives can receive valuable help . . . 
by reading INDUSTRIAL DISTRIBU- 
TION.” Then letter lists five important 
ways ID helps the sales exec. A really 
intelligent approach for a high-level prod- 
uct and market. 
JJ) 


] HOW “PERSONAL” CAN YOU 
GET? A large real estate firm in Cali- 
fornia used a mass 3rd class mailing look- 
ing for properties they could sell. A 
large, red imprint or the envelope blared 
“PERSONAL - CONFIDENTIAL.” But 
how about the address? It was stenciled: 
“Rural Route, Box Holder.” Such soli- 
citations are about as personal and con- 
fidential as the front page of your daily 


newspaper. 
—_ 
eee 


ARTHUR THOMPSON & COM.- 
PANY (color lithographers), 109 Market 
Place, Baltimore 2, Maryland .. . re- 
leased their new letterhead portfolio of 
sales and production aids on May Ist. It 
contains some worthwhile material in 
stock litho letterheads . . . plus a few 
added gimmicks which are pretty unique. 
One that caught our attention is the 
“Quickie” layout sheet. Besides the stock 
letterheads, the portfolio contains a 
sheet of suggested artwork for copy lay- 


MAY, 1953 
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IT’S ALL 
A 
MATTER 


OF 


PRINCIPLE et 


.»» THE DAVIDSON 2-CYLINDER PRINCIPLE, THAT IS 








It's simple when you see it . . . this method of doing offset printing with 
only two cylinders instead of the conventional three. Simple . . . but 
mighty important. With this basic principle you get worthwhile advan- 
tages not possible from any other press. 


For instance . . . if you know printing you'll see how, because of this 
principle, the ink rollers have much more free time in which to get 
re-inked . . . resulting in full ink coverage . .. absolutely essential to 
good printing. 


Furthermore . . . this one press does offset printing, direct lithography 
and all forms of letterpress printing ... reproduces from paper or metal 
offset plates as well as from type, electros, rubber plates and Linotype 
slugs. No other press can give you this advantage. 


Here's another exclusive. The Davidson Dual is the only press that will 
do both printing and embossing in one operation . . . once through the 
press. The results approach the finest copper plate engraving in quality 
... at amazingly low cost. 


And . . . with all these advantages you have the utmost in precision and 
accuracy . . . close register, simple operation, easy adjustments, positive 
stripping and stacking . . . combining to produce clean, crisp, line work, 
excellent halftone reproduction, fine multi-color work . . at high speed 
and low cost. That's why hundreds of users say .. . 


Davidson has the answer. 


Let us send you full details about 
this fine press. Write today .. . no 
obligation. 


Davidson D 


DAVIDSON CORPORATION 
A Subsidiory of Mergenthaler Linotype Compony 
Dept. 23, 29 Ryerson St., Brooklyn 5, N. Y. 


THE 











WHAT 


should your letterhead do? 


@ SHOULD IT 
BE INSTITUTIONAL 
AND IDENTIFY YOUR PLANT? 


@ SHOULD IT 
ADVERTISE AND CARRY 
YOUR SLOGANS OR TRADEMARK? 


@ SHOULD IT 
PROMOTE CONFIDENCE 
BY LISTING YOUR TOP EXECUTIVES? 


What goes into your letter- 
head depends on YOUR business 
and YOUR markets. It should be 
designed to do a specific job for 
YOU. To assist you, Neenah will 
send you “The Psychology of Busi- 
ness Impression” which helps you 
find the right combination of the 
five basic elements every good let- 
terhead needs. The portfolio als« 
contains 24 basic letterheads that 
demonstrate in detail how letter- 
heads can work for you. For your 
free copy, check the coupon below, 
sign your name and attach to your 


letterhead. 








COURTESY COUPON 





Veen tt}, 


WAL BYQAEAS FREER 


C] The Psychology of Business Impression, 
Letterhead Test Kit, and Opinion Cards. 


[] Neench Guide to Better Indexing, a com- 
plete sample file of fine quality index, 
which also contains useful information 
ebout tab cuts and sizes, ruling, color 
control systems. R2 


SIGNATURE 





Attoch to your business letterhead and mcil to: 


NEENAH PAPER COMPANY 
Neenah, Wisconsin 


outs. On the “Quickie” layout sheet, 24 
suggested layouts are printed in minia- 
ture. On the reverse side of the sheet, 
in register with the layouts, the letter- 
heads are printed in reverse. Hold sheet 
up to the light and you can see how the 
actual layout will look applied to the 
stock letterhead. All of the finished art- 
work supplied is actual size and suit- 
able for letterpress offset or mimeo trac- 


ing. = 


C1) ANOTHER GOOD PORTFOLIO— 
full of ideas for the small offset press 
owner — is offered by Linton Brothers 
and Company, Fitchburg, Massachusetts. 
The 9”x11%4” Linton Kit features Lin- 
ton Bristols for small offset presses . . . 
and a wealth of tricky production ideas. 
Ten individual sample pieces (printed on 
small offset presses themselves) include 
a comprehensive production memo tell- 
ing how the job was done and suggest- 
ing sales adaptions of the ideas. The in- 
side cover of the kit contains a file of 
helpful hints on how to use halftones, 
photostats, contrasts, solids, etc. Write to 
Roger J. Clapp at Linton Brothers and 
Company, 22 Rollstone Street, Fitchburg, 
Massachusetts, and ask him for a copy. 


eee 

() WHILE WE’RE ON THE SUBJECT 
OF PORTFOLIOS . . . should mention 
one received from Herbert W. Simpson, 
Inc. (printers), 109 Sycamore Street, 
Evansville 8, Indiana. We've comment- 
ed time and time again how some print- 
ers (and agencies) fall down miserably 
when it comes to their own promotion. 
The portfolio of samples from Simpson 
is an exception. It’s an intelligent promo- 
tion job . . . simple. Consists of an 8%" 
x11” folder chock full of a variety of 
samples . everything from blotters 
to 8%"x11” bristol sheets. And the color 
work itself is excellent. More printers 
should start promoting in their own back 
yard like Simpson. 


7) 


1) GORDON K. MORRISON, 805 Jack- 
son Street, Amarillo, Texas, is using a 
clever mailing “card” to promote his mail 
advertising business. Four die-cut slots 
in a 9x4” card hold a small 24%’’x442” 
windowed envelope. Gordon’s name shows 
through on a descriptive folder inside the 
envelope. The large card has the per- 
sonal imprint: “My card, Mr. Hoke.” 
The small envelope idea is a good one. 
Gordon’s always thinking up something 


different. 
JT) 


[) DIRECT MAIL - MAGAZINE TIE- 
IN with superb identification . . . is the 
one underway by Jarman Shoe Company, 
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Our up-to-the-minute list of 
newlyweds averages 50,000 


names every month. 





the Allison Newlywed list for 


d Preferences —* C Dell Publishing Co.) used 
In Forming en siEVERT —Z a 
HARLES M.- ing. [or . 
» Appar-|Pr — 


the survey noted here. Many 
other important firms use it 
too. Newlyweds are, in ef- 
fect, ‘‘new firms" ready to 
buy almost anything for 
themselves and their new 
homes. REACH THEM with 


the Allison Newlywed list. 





We have more than 12,000 lists available. A few important ones: 
New Firms 
Executives 
Foreign Compilations 


Residents 
Automobile Owners 
Homeowners 


Engagees 
Expectant Mothers 
New Births 


ALLISON MAILING LISTS 


222 Fulton Street, New York 7, N. Y. HA 2-7758 





SAR oS 
successful 


sales letters... 


rarely just “happen They are the result 
of careful planning and knowing what makes 
o letter ‘pull The format, too, plays its 
part in getting attention 
interest! You can PROVE this easily by 

TESTING Return-A-Card against your present 


You'll find the pre-addressed, 


maintaining 


mailing 


built-in” reply card makes it easier to 


reply get better results — costs less per 
response. Write for your FREE folder of 


Successful Soles Letters’, showing this unique 


format applied to many promotion problems 


REPLY CARD IS 
ATTACHED TO THE 
LETTERHEAD! 


i \ \\ 
74 fia 
i. Wee. 
magic 


SALES LETTERS 


250 W. 49th St., New York 19, 
Telephone Circle 6-0843 


& é 
OUR SEVENTH YEAR 
has been 
BEST OF ALL 


We'd like to take this 
opportunity to thank our 
many friends, among 
whom we number cus- 
tomers, competitors and 
especially the publisher 
of this magazine, who 
showed us what “stand- 
ing up for one's prin- 
ciples" really means. 


isemantaleine) 4 


130 Flatbush Avenue 


Brooklyn 17, New York 
ST. 9-8003 


. - - me teas | 


MEETS © on TinuED 


Nashville 1, Tennessee. Full color, full 
page ads of Jarman spring styles (in 
close-up) are run sideways in Life, The 
Saturday Evening Post and Esquire. The 
brilliant color photos of the shoes are 
accompanied by only one caption line of 
copy. Then a series of full color 342”x 
544” postcards of the same ads are given 
to dealers for local direct mail distribu- 
tion. The striking departure from stand- 
ard shoe ads . . . plus the tie-in direct 
mail coverage for positive identification 
should make this campaign a tremendous 
success. The marriage of direct mail and 
space packs a sales wallop! 

— 

eee 
[ IN OUR SHOWMANSHIP ISSUE 
last month we mentioned taste as one of 
the appeals in direct mail. But you'll no 
doubt agree that this is carrying it too 
far: The circulation department of The 
Saturday Review, 25 West 45th Street, 
New York 36, New York, received the 
following letter from a woman in Ken- 
tucky: “Some weeks ago you mailed us 
a promotion piece with a very generous 
offer. We filled out the reply card, and 
I thought I mailed it. Today, however, 
I discover that my baby apparently ate 
it, since I find only the enclosed frag- 
ment. If you can tell from the fragment 
what the original offer was, and start 
our subscription, I shall be happy to 
send you a check for the amount. Ap- 
parently, she (the baby) found the 
card delectable.” 

— 

eee 


[) 6,750 COPIES of the fifth annual 
“Type Face Directory” have been sent 
to printers, typographers and ad agencies 
in the east. The 152-page directory is 


published by the Typographers Associa- 


tion of New York, Inc. Lists 1,206 Eng-. 


lish language faces, both machine and 
handset. Includes a full range of sizes 
for each. Aliso includes chapters on 
preparation of copy, economies in com- 
position, proof reading and copy-fitting, 
invaluable to anyone ordering type. Write 
to T.A.N.Y. on your letterhead for a 
free copy. Address: 461 Eighth Avenue, 
New York 1, New York. 
—_ 
eee 

CONGRATULATIONS to John J. 
Patafio of Ambassador Letter Service 
Company, 11-13 Stone Street, New York 
4, New York . . . for coming out with a 
straightforward promotion letter using 
DMAA direct mail dollar volume figures. 
Other media have been indiscriminately 
throwing volume figures around in their 
space ads, etc. It's good to see a direct 
mail business take a definite stand with 
factual statistics. As John’s sales letter 
points out so well direct mail is 
second only to newspaper space in vol- 
lume— more than radio, TV, outdoor 


or magazine. Double kudos are in order 
for John . . . for all the work he put 
in to make Direct Mail Day in New 
York (May 6th) the success that it 





[) A $750,000 GRAPHIC ARTS CEN- 
TER is being established at Columbia 
University in New York. Plans for ob- 
taining the necessary endowment were 
announced last month. The center will 
be fabulous. It already has the former 
American Type Founders Typographic 
Library and Museum and other 
rare printing items which have come 
to Columbia over a period of almost 
200 years. More than 10,000 items re- 
lating to graphic arts . . . 30,000 books 
alone. The center will have a workshop 
where companies can send employees for 
research. There will be seminars, lec- 
tures, education courses. Unlimited serv- 
ices in the graphic arts industry will be 
offered. Pictured here with an 1890 Ram- 
page press are Dr. Grayson Kirk (left), 
President of Columbia and Thomas Roy 
Jones, President of Daystrom, Inc., who 
will head the Campaign Committee to 
raise the needed endowment. 
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[] MOORE STAMPS! Walter Moore, 
Jr., Assistint Advertising Ménager of 
the Abingdon -Cokesbury Press, 810 
Broadway, Nashville 2, Tennessee (right) 
is pictured as he cleaned the Nashville 
Post Office out of a two-year supply of 
77,253 of them! Another 
Lewis 


S¢ stamps... 
Moore — Nashville Postmaster 
E. (ieft) reported it was the largest stamp 
order the Tennessee city P.O. has ever 
filled. The $3,862.65 worth of 5-centers 


E a) ra 
will be used for a special mailing to book- 
stores to promote Abingdon’s 12-volume 
Bible commentary . “The Interpre- 
ter’s Bible.” 
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NASHVILLE, TENNESSEE .. . Here’s how a Thomas Collator 


brings up some interesting figures re- 

ceived from Keith C. Von Hagen, Mer- Ls 
chandising Director of “The Sunday ) 
School Board” (The Broadman Press), 
161 8th Avenue, N., Nashville. They 
sent out a double offer for “samples” 
and “free” literature of their Sunday 
school quarterlies to 5,500 customers. 
Reason we quote the words “samples” 
and “free” here .. . because Keith re- 
ports that the offer for “samples” way 
out-pulled the one for “free’’ literature. 
Keith thinks most people understand 
“sample” better . . . the offer is clearer. 
Color made a big difference, too. One 
was green. . . one pink. The green forms 
were returned three-to-one over the pink. 
Percentage return on the entire mailing 


was 10.67. Good! 


47) 


(COJUDGES have been selected for Mail 
Advertising Service Assn. International's 
1953 Miles Kimball Award. Annual 
award goes to the person who the judges Tl. She quickly 2. As her foot 3. out come the 
consider has contributed the most to direct loads the Thomas. releases pedal... collated pages... 
mail. Mrs. Alberta Kimball, widow of 

the famed mail order pioneer for whom 

the award is named, is chairman of the 

panel of five judges. MASA, DMAA and 

AFA members may send their nomina- 

tions to MASA International headquar- 

ters, 18652 Fairfield Avenue, Detroit 21, 

Michigan. The winner will be announced 

at the annual MASA convention on 

September 26-29 in Detroit. 








pp 4. always under 5. She depresses 6. and releases 


() THE ENVELOPE MANUFACTUR- her inspection! the pedal... it as she stacks* 
ERS ASSOCIATION held their annual Pe a , - . ae 5 seconds per set' 
Sesinn Convention Dlseds 25th to Agel Elapsed collating time . . . 5 seconds per set! 


2nd at the Hollywood Beach Hotel, Hol- FIGURE iT OUT ' 


lywood, Florida . . . and this reporter 


enjoyed attending for part of the af- > PS =" i 
fair! Good to meet with those folks who She does the work of five girls—faster, more accurately, anc 


have their fingers on the pulse of what's 
happening in direct mail. Did you real- quick operation. She saves you from the chore of chasing around 
ize that envelope manufacturers get the from department to department, to scare up more help. And che 
fies inkling of up or down busines beats those last-minute deadlines with time to spare! What's 
trends? When orders slip .. . things , , . 
more, with the adjustable trays, she can handle almost any job 


are tightening. When orders boom .. . . : J . ‘ : ; 
direct mail months ahead will be good. from 3” x 8” to 19” x 24”—whether it be price list, sales bulletin, 


Judging by the atmosphere and faces house organ, directive, or any one of 101 different jobs. 
in Hollywood . . . things are just fine, 
just fine. Executive Secretary Roland If you’re interested in more info on how to save time, build up 


Bliss pute on a smooth and spirited con efficiency by as much as 500%, and get out rush jobs without 
tered rushing, write us for free fact-filled illustrated folder and 


PP collating analysis sheet. 


without confusion— as she gathers 2 to 16 sheets into sets in one 


() WINNERS of the Lithographers Na- 
tional Association 3rd Lithographic 
Awards Competition will be on display 
May 18th .. . at the Architectural 30 Church St., New York 7, N. Y. 4 
League Gallery, 115 East 40th Street, 
New York City. A large panel of judges 
screened the entries until they came up sheet. 
with top specimens in seven different 
classifications. The judges revealed a sig- 
nificant trend . . . an increased use of 
light, motion, and transparencies was 
prevalent in the pieces judged. Automo- on 
tive and pharmaceutical industries ac- 
counted for a large number of the en- 


Thomas Collators, inc., Dept. F 


Please send me folder 106 and collating analysis 


135 Sales and Service Offices 
from Coast to Coast 
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“NEW” FELINS 
TYING MACHINE 


Felins All - Purpose 
Pak Tyer tying ma- 
chine will handle 
the tying problems 
in your office, fac- 
tory, and mailroom 
faster and more ef- 
ficiently than you 
believe possible 
Easy to operate. 
Ties any size or 
shape package, 
bundle, box, heavy 
or light, up to 6” 
high. Will use 
heavy or light 
twines and tapes. 
Let Felins solve your tying problems. 
Two Models — Movable Stand 
(illustrated), Table Model. 


Send for prices and circulars 


FELIN TYING MACHINE CO. 











want ba ve or st 
wr 
We Sell Your Product 
—Or NO Commissions! 
Do you have a new product to market? 
Do you want to boost sales? Our organi- 
zation may be able to help you solve your 
distribution problem. 1200 agents with 
more than 6000 salesmen in 202 different 
lines can sell your product in all parts 
of the country. You pay us on a commis- 
jon basis only (after initial introductory 
expense which averages from $50.00 to 
$150.00). Make an appointment to discuss 
your product with us. There is no obliga- 
tion or fee 


Interstate Marketing Service, Dept. R 


666 Fifth Ave., N. Y. 19 Plaza 23-5110 








“ADAGE MAILERS” PAY! 


| Eee ag? 
y.+ .v- 
pr otes: 


tries. The Architectural League Gallery 
in New York will house the winners on 
display until May 29th .. . then they 
may be seen again in Chicago at LNA’s 
annual Convention at the Edgewater 
Beach Hotel, June 16-18th. 


JJ) 


[] CANADIANS ARE GETTING 
BURNED UP at American mailers who 
still persist in sending permit business 
reply cards north of the border. These 
reply cards aren’t valid on the return 
trip to U. S. A. under Canadian postal 
laws. We've mentioned this many times 
before . . . but some people never 
learn. A recent culprit was advertising 
a service which would prevent mistakes 


in direct mail. 
47) 

[ AN OLD STUNT ADAPTED EF- 
FECTIVELY was part of a letter New 
York’s Taft Hotel mailed to travel agents 
letting them know it’s profitable for 
them to recommend the Taft. Had a pros- 
pecting pan containing glued-on simu- 
lated gold flecks. Good tie-in with copy: 
“There’s gold in them thar bills that 
your customers run up at the Taft — be- 
cause full commissions are sent to you 
right quick.” The gimmick letter was pro- 
duced for the Taft by its agency The 
Zlowe Company, 598 Madison Avenue, 
New York 22, N. Y. A good example 
that gimmicks can be used effectively 
if the copy calls for them. 


47) 


[1 ANOTHER OLD STUNT... 
pulled a 21% return for the Douglas 
Furniture Corporation, 5555 West 65th 
Street, Chicago 38, Illinois. They sent 
an “upside down” letter (processed up- 
side down on letterhead) to 800 retail 
furniture department store buyers to sell 
them Fresco dinette sets. Letter was head- 
ed: “Fresco turned the Winter 1953 
markets upside down.” Douglas’ Direc- 
tor of Advertising Jack W. Thompson 
tells us that the letter resulted in very 
high Fresco sales at the American Furni- 
ture Mart, Chicago. An old tested idea 
with a good new slant. 


$7) 


[) LESSON IN ECONOMICS: Congress 
doubled the rate on Postal Cards. Recent 
release indicates that for current fiscal 
year Post Office reduced its card print- 
ing order to 2,400,000,000. The last 
full year at the old 1¢ rate 4,183,748,200 
cards were sold. In other words, Congress 
knocked off the use of postal cards by 
nearly 50%. We still claim that the 
Post Office can afford to carry cards at 
l¢ rate... if it can afford to carry many 
publications (weighing much more) at 
much less than 1¢ each. 


() HERE’S A REAL EYE CATCHER 
. Another good promotion piece 
from Howe Paper Division of Hubbs 
& Howe Company, 670 Young Street, 
Tonawanda, New York. Created by Ad 
Manager Leon Olsen . . . to sell H & H 
Polywaxed papers. Snapshot of an eye 
(reproduced same size here) «as tipped 


on to a 844"x3%” folder inside .. . 
with a die-cut area on the cover (ad- 
dress side) over it, showing only the 
eye. Open .. . and copy reads: “When 
you see EYE to EYE .. . you buy Poly- 
wax.” The eye idea gives a weird ef- 
fect . . . but really draws attention. 


472 


0 CONGRATULATIONS to Staniey 
G. Laman of Laman For Letters, 829 
15th Street, Denver 2, Colorado for de- 
fending direct mail. Stan sent an open 
letter (a beauty) of protest to the “Rocky 
Mountain News” for publishing one of 
the most hypocritical blurbs against di- 
rect mail we've ever read. The article 
was a withering attempt to solve Post Of- 
fice economic problems . . . with a series 
of personal mail prejudices of News 
scribe Francis M. Plumb. Crammed full 
of gross inaccuracies . . . and unfairness. 
Plumb uses as an annoying example of 
direct mail a postcard ad he received an- 
nouncing a formula to cure bed-wetting 
kiddies. Further down, he comments on 
newspapers . . which he says: “are 
delivered to persons who want them, 
have paid for and will read them.” Yet, 
page 40 of the same News issue contains 
an ad for the same “bed-wetting” cure 
advertiser! If Rocky Mountain News sub- 
scribers skipped page 40 . . . then we're 
Plumb crazy! 


1 A NEW PAPER SAMPLE BOOK 
just released . . . is this Gilbert 25°, 
cotton fibre sampler. Contains a wide 


i. 
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range of weights and finishes from bris- 
tols to onion skin. You can get a copy 
of this fine 9”x5%”, plastic bound 
book from your local Gilbert merchant 
or direct from Gilbert Paper Company, 
Menasha, Wisconsin. 

(Continued on page 17) 


THE REPORTER OF DIRECT MAIL ADVERTISING 











For color printing that wins 
and holds FAVORABLE ATTENTION 


G4 ihe nein 


HAMMERMILL OFFSET @ MORE OPAQUE 





LOR PRINTING THAT PLEASES — 
OR PRINTING THAT SELLS —. 


ey) HAMMERMILL OFFSET 


a “ee 


Whether you buy or sell printing, the 1953 Hammermill 
Offset is a splendid choice for colorful advertising and sales mes- 
sages that attract favorable attention. 

The NEW Hammermill Offset features a clear, bright 
white plus improved opacity that blocks show-through in all 
weights. 

In the NEW Hammermill Offset there are retained all the 
noted performance features which mean economical production 
of color work delivered on time—freedom from fuzz, lint and 
flakes, excellent ink receptivity, dimensional stability to provide 
accurate register in multi-color work. 

Hammermill Offset is available to lithographers and print- 
ers in Wove and in four distinctive embossed finishes (Linen, 
Handmade, Laurel, Homespun) through Hammermill Agents in 
cities from coast to coast. Send for FREE samples showing color 


work on the 1953 quality. 


ERIE 6, PENNSYLVANIA 
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(from page 14) 
() TRAVELLING EXHIBITS are be- 


coming a big thing. Latest company to 
put a demonstration “on the road” is the 


American Type Founders, Elizabeth, New 
Jersey. ATF has three self-contained 


printing plants covering areas coast-to- 
coast. Unit consists of a Little Giant job 
cylinder letterpress in a truck equipped 
with power generator, air conditioning, 
etc. Truck rolls up to the door of print- 
ers . . . giving a demonstration on the 
spot. Travelling truck idea highlights the 
fact that the press takes up little space 
(104 square feet). Several persons can 
watch the demonstration at once. 


| 


eo@@e 
[] NEW PRODUCT .. . just out this 
month is the A. B. Dick photo-offset 
exposure unit. It’s a 106 plate exposure 
unit for office reproduction plate making. 
Negatives can be exposed without cutting 
or re-masking . . . and a self adjusting 
contact frame allows exposure of negatives 

















of uneven thickness. For prices and more 
information write A. B. Dick Company 
at 5700 West Touhy Avenue, Chicago 31, 
Illinois. 


e 
(1) CAN YOU TOP THIS? After 
reading Robert F. Delay’s “Selling $800 
Items By Mail” (March Reporter), Mary 
Ann Rheam, Vice-president of Bert Hor- 
ner and Associates, 100 Terminal Build- 
ing, Oklahoma City 2, Oklahoma, wrote 
us that they've been selling $5,000 (and 
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up... mostly up) swimming pools by 
mail. They sent out a test mailing for 
client “Pools by Paddock” of 1,000 let- 
ters and reply cards. Went to a gold 
nugget Oklahoma list. Client got back six 
replies . one bought a pool! Mary 
says that since then they've sent out 
three more mailings with amazing re- 
sults. “If it can be sold, it can be sold 
by you-know-what.” 


[]) WHAT'S THIS? A multigraphed let- 
ter mailed by Edward Appy of Jack 
Lynch, Inc., 3320 Broadway, New York, 
N. Y. caused raised eyebrows. It was 
written entirely in Dutch. No translation. 
Few English words buried in copy gave 
a hint that Mr. Appy was appealing for 
the “Netherland Flood Relief Fund.” But 
if the idea was supposed to be clever . . . 
it was putting too big a burden of inves- 
tigation on the part of the recipients. 
At least that’s what our correspondents 
thought. “A moving message . . . moving 
it right toward the wastebasket.” 


eed 

(}) IN FEBRUARY (on page 10) we 
mentioned the wonderful campaign of 
Florida’s Silver Springs. Gained a tre- 
mendous public relations reputation by 
recommending 21 competitors with bill- 
board ads . . . and reproductions of the 
ads on blotters. Peter Schaal, brilliant 
Advertising Director of the Florida at- 
traction, has now gone one better. He’s 
reduced the billboard blotters to 3”x134” 
miniatures . . . and mailed them to 5,000 
model railroad owners. They use them 
for along-track displays. Results have 
been fantastic. Pete tells us he’s been 
made an associate member of the Na- 
tional Model Railroad Association. 


“ea 

DIRECT MAIL will have an im- 
portant place at the Advertising Federa- 
tion of America Convention in Cleve- 
land (June 14 to 17). Direct mail 
session on Wednesday morning, the 
17th will be chairmanned by DMAA 
President Lester Suhler of Look. Five top 
notch speakers: Kurt Vahle, Vice Presi- 
dent, Cupples-Hesse, St. Louis on “How 
To Get More People to Open Their 
Mail”; Paul Bringe, Sales Manager, Mil- 
waukee Dvustless Brush Co., Milwaukee, 
Wisconsin on “How We Replaced 125 
Salesmen by Using Direct Mail”; R. F. 
Gomber, Assistant Director, Industrial 
Products Advertising and Sales Promo- 
tion, Westinghouse Electric Company, 
Pittsburgh, Pa. on “Showmanship in In- 
dustrial Direct Mail”; Fred Meendsen, 
Vice President, Union Bag & Paper 
Corp., New York City on “The Inside 
Story of the Yoon Yun Campaign.” 
(He'll have complete samples of story 
described in April Reporter). Suzanne 
Caygill, Color Engineer, recently from 
San Francisco and now consulting in 
New York, will describe “How Color 
Can Improve Your Direct Mail Results.” 

An all star program. Well worth at- 
tending. Make _ reservations through 
A.F.A. at 330 West 42nd St. New York 
36, N.Y. or your local Ad Club. 


CARBO-SNAP 


Makes 2 to 8 copies 
With ONE TYPJNG 


‘ and does it more efficiently than any 
other label addressing method yet devised 
With Carbo-Snap, typist inserts PRE-ASSEM 
BLED set into the typewriter without having 
to collate label and carbon sheets. Bottom 
safety margin makes typing on al! 33 sheets 
possible. 

Tests have shown that Carbo-Snap increases 
typing output by 50%. Excellent for large 
and small mail order houses who use the 
same lists several times. Eliminates expensive 
machine equipment, stencils and attachments 
Typists like it t increases their earning 
power. Employers like it gives them more 
tyeed labels in a shorter time 

Try Carbo-Snap on your next mailing. Write 
for FREE sampile and prices 


_ PENNY LABEL COMPANY 


> MURRAY STREET 
NEW YORK 7, N.Y 








better 
production 
brings 

better results 


There’s a best way to produce 
direct mail. . . 


MASA members study the best, 
most effective, ways of produc- 
tion; support research and fact 
finding; share knowledge of im- 
proved methods. Their object is 
better results for you. When you 
try to “save” money with 
“cheap” production you tamper 
with results. 

To check the effectiveness of 
your production source . . . 
Always say, “Are you MASA?” 
YOUR BEST SOURCE for: Creative direct 


mail campaigns, multigraphing, mimeo 
graphing, offset and letterpress printing, 
bindery, mailing service, mailing lists. 
etc. Information about postal regulations 
and better direct mail results. 


For names of MASA 
members nearest you, write 


Mail Advertising 
Service Association 


18652 Fairfield Avenue 
Detroit 21, Michigan 
MASA 











what makes 
planned circulation click? 


Could it be we have 
just one “sacred cow”—our customers? 


. Your requirements come first: 
(We have no company-owned lists . . . 
no compiling service) 
our time is your time—and we'll 
spend it combing the market for you! 


. We don't sell list maintenance 
or mailing house services (but we can advise 
you free on various methods). 


. We are completely independent— 
not affiliated with any company or organization. 


No account is too small—or too large—for 
us to give you personalized service. 


Just call us for screened lists. . . 
or if you have a good list 

you want placed 

on the market! 


planned circulation 
The Fastest Growing Independent List House 


19 West 44 Street 


New York 36, N. Y. 
Tel: MUrray Hill 7-4158 











Cover Story 


Salute to a 


CRUSADER FOR 
ADVERTISING EDUCATION 


A Report by Henry Hoke 


Richard Joel certainly deserves the 
prominent place given him on _ this 
month’s cover. He started something 
which should be duplicated (in every 
minute detail) all around the coun 
try. His idea would make all advertis 
ing better. 

Dick organized, and has conducted 
for four years, the annual Advertising 
Institute for adults at Emory Univer- 
sity, where he is Director of the Divi 
sion of Journalism. Dick secured the 
co-sponsorship of the progressive and 
wide-awake Atlanta Advertising Club. 
Lewis F. Gordon, Sr., the Club’s far 
seeing past-president, was the first to 
rally to Dick’s idea. Together they 
panned a program which would help 
men and women in business to do bet 
ter selling, advertising and promo 
tional jobs. 

The Institute is 
week end in the Spring... 
Emory students are away for vaca 


staged during a 
when most 


tions. 

The beautiful Alumni Memorial 
Building houses the affair. The At 
lanta Advertising Club handles the at- 
tendance promotion and furnishes com 
mittees for taking care of speakers and 
other details. 

Business people are charged $30.00 
for the two day clinics. This includes 
their rooms in the Alumni Dormitory 
(Waldorf facilities) and their meals. 

Dick Joel combs the country for the 
best available speakers on all phases 
of advertising and publicity. The pro 
grams are expertly balanced. There 
are no outside distractions to keep reg 
istrants away from meeting room. Ses 
sions are run like classrooms. Each 
speaker starts with a bell... and must 
end with the next bell (40 minutes 
each). Each morning and afternoon 
session consists of two speakers, a re 
cess; then two speakers (or 
teachers) followed by a question and 
answer panel with all previous speak- 
ers on platform. There are speakers 
for each luncheon and dinner. First 
evening, a two speaker clinic. Final 
evening, an Ad Club banquet at the 


more 
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Ansley Hotel in downtown Atlanta. 

This reporter was privileged to 
speak at the first experimental Insti 
tute in 1950. We felt then that it was 
the best organized, best operated adult 
educational activity we had ever wit 
nessed and Ken Dameron (Ohio State) 
and other speakers agreed. 

On a repeat performance three years 
later, March 20 & 21, 1953... the 
Institute was even better... but still 
a well oiled, smooth running affair. 

This year, 225 men and women 
attended. They came from _ seven 
southern states—Georgia, North and 
South Carolina, Mississippi, Louisiana, 
Alabama and Tennessee. It’s an inspi 
ration to see these conscientious, grown 
up business people working hard at 
learning something. No horse play. 

Dick Joel has been the guiding spirit 
behind all this. In his quiet, good 
natured way, he is everywhere. Tak 
ing care of speakers; seeing that props 
are in order; ringing the bell to start 
or stop each unit exactly on the minute. 
And behind each of the two day In 
stitutes was a whole year of planning 
to obtain all necessary parts of the 
program. That's why we think Dick 
deserves a cover salute. His idea could 
or should be followed wherever there 
is a strong Advertising Club close to 
a university. The idea needs a uni- 
versity atmosphere plus the promo 
tional ability of professional advertis 
ing men. 

Of course, the Atlanta Ad Club was 
fortunate in having a fellow like Dick 
Joel for the spark-plug. After his edu 
cation in home town, Athens, Georgia 
High School and at University of 
Georgia, University of Wisconsin and 
Northwestern, he received basic 
groundwork for education as a news 
paper reporter; in department store 
advertising; newspaper advertising pro 
motion; public relations for industry 
and the Army, etc. He became Assist- 
ant Professor of Journalism at Emory 
in 1946. Later Associate Professor and 
finally last year, Director of the Divi 
sion of Journalism. 


Every speaker at the 4th Institute 
(and there were 17 of us) made some 
reference to the skillful way in which 
the Institute was promoted and con 
ducted. We probably didn’t say halt 
enough... for there has never been 
anything quite like it. 

The only dark cloud on the horizon 
is... that Emory University has de 
cided to discontinue its fully accredited 
Division of Journalism (for some hard 
to-understand reasons). But Ad Club 
President Julian DelaPerriere tells us 
that the Institute originated by Dick 
Joel will be continued somehow. 

For the benefit of others around the 
country who may want to get similai 
Institutes started (Ad Club-University 
tie-up) we'll take the space here to 
list the speakers (teachers) who were 
corralled in the last four years by Dick 
Joel. Each handled the subject in 
which he was most skilled: 


ADVERTISING INSTITUTE 
SPEAKERS 


1950 


PROFESSOR BERTRAND R. CANFIELD, 
Babson Institute National President, Alpha 
Delta Sigma Fraternity 

HOWARD L. BENN, 
Brown & Sumney, Marketing Consultants, 


President, Gould, 


Chicago 

Dr. KENNETH DAMERON, Professor of 
Business Organization, Ohio State University 

WILLIAM K. BEARD, Jr., President, As 
sociated Business Publication, New York 

LEONARD GESSNER, Vice President, Fitz 
gerald Advertising Agency, New Orleans 

JAMES H. ARMISTEAD, Vice President & 
Advertising Director, Nashville Banner & Ten 
nessean, Nashville, Tennessee 

HENRY HOKE, Editor & Publisher, Re 
porter of Direct Mail Advertising, New York 

JOHN E. DAVIS, Editor, Shell Progress 
Shell Oil Company, New York 

BRUCE ROBINSON, Sales Division, Bu 
reau of Advertising, ANPA, New York 

ROBERT D. SWEZEY, General Manager, 
WDSU-TV, New Orleans; Formerly General 
Manager, Mutual Broadcasting System 

GENE FLACK, Vice President and Direc 
tor of Advertising, Sunshine Biscuits, Inc., 
New York 





MAIL WITH 
CONFIDENCE! 


IN CHICAGO AND 
THE MIDWESTERN AREA 


Yes, at Lemarge you can mail with confidence 
that your schedules will be met that your 
job will be expedited and handled just the 
way you want it 


Folding inserting (hand or machine) 
sorting addressing premiums all 
your work will be done with the most modern 
equipment available and under intelligent 
Supervision 


For you, this adds up to SPEED. .. ECONOMY 

QUALITY. Phone today or, better still, 
come down and inspect our facilities . . . for it 
seems that almost every time this happens, 
we add still another customer 


Write or phone 
for details! 


tne LEMARGE company 


417 S. Jefferson Street 
Chic ago 6, Illinois 
Phone: HArrison 7-1030 


SPEAKERS, Continued: 
ADVERTISING INSTITUTE 


195] 


ALLAN M. WILSON, Vice President, The 
Advertising Council 
ELON G. BORTON, President, The Ad 
vertsing Federation ot America 
DR. CHARLES SANDAGE, Protessor of 
Advertising, University of Illinois 
M. R. WILSON, General Sales Manager, 
Thor Corporation 
DR. GEORGE GALLUP, Director, Amer 
Institute of Public Opinion 
H. GOULD, Research Director, TAis 
Magazine 
CHARLES M. EDWARDS, Jr., Dean, 
of Retailing, New York University 
B. WEISS, Director of Merchandising, 
Gre Advertising Agency 
LAWRENCE G. CHAIT, President, The 
Hundred Million Club; Assistant to the Presi 
dent, The Magazine of Wall Street 
W. Y. AYCOCK, Jr., Advertising Director, 
Birmingham Post-Herald 
J. M. WYNN, Advertising Director, At 
lanta Journal and Constitution 
CLYDE BEDELL, Advertising Consultant, 
Park Ridge, Illinois 
HOWARD P. ABRAHAMS, Director otf 
Sales Promotion, National Retail Dry Goods 
Association 
HOWARD KING, Representative, The In 
tertype Corporation; Vice President, Map! 
Press, York, Pa 
O. C. HOLLAND, Assistant Advertising 
Director, International Printing Inks 
WILBUR SMART, Vice President and Art 
Director, D'Arcy Advertising Company, St 
Louis 
HARRISON JONES, Chairman of the 
Board, The Coca-Cola Company 
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S. R. BERNSTEIN, Editor, Advertising 
ige, Chicago 

DAVID F. BEARD, General Director ot 
Advertising, Reynolds Metals Company, Louis 
ville 

CARL J. NELSON, Director, Publication 
Research Service, Chicago 

EUGENE W. O'BRIEN, Vice President, 
W. R. C. Smith Publishing Company, At- 
lanta 

WILLIAM BARING-GOULD, Circulation 
Promotion Manager, Lije Magazine, New 
York 

CLAUDE GRIZZARD, JR., Managing 
Partner, Grizzard Advertising, Atlanta 

ROBERT D. SWEZEY, Executive Vice 
President, WDSU_ Broadcasting Corporation, 
New Orleans 

ROY W. TILLOTSON, Art Director and 
Manager of Art and Design, Union Carbide 
& Carbon Corporation, New York 

WILLIAM S. SADLER, Jr., 
Associates, Chicago 

DENE HITT, Advertising and Sales Pro 
motion Manager, Southern Dairies, Inc., 
Washington, D. C 

FREDERIC SCHNELLER, Vice President, 
D'Arcy Advertising Company, St. Louis 

CARROLL J. SWAN, Associate Managing 
Editor, Printers’ Ink, New York 
CHARLOTTE MONTGOMERY, Author. 
The Woman's Viewpoint,” Tide Magazine, 
Westheld, N. J. 

BUDD GORE, Advertising Manager, Mar 
shall Field & Company, Chicago 

CLYDE BEDELL, Advertising Consultant, 
Park Ridge, Illinois 


Sadler and 


Emory University Memorial Building 





JAMES I BRAKEFIELD, Dnurector of 
Public Relations, Liberty National Life In 


surance Company, Birmingham 
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ROGER BARTON, Editor, Advertising 
igency, New York 

EDGAR KOBAK, President, Advertising 
Research Foundation, Inc., New York 
DONALD M. HOBART, Vice President 
and Director of Research, Curtis Publishing 
Co., Philadelphia 

ALFRED POLITZ, President, Alfred Po 
litz Research, Inc., New York 

DR. J. ROWLAND COLLINS, Dean 
Schools of Business, New York University, 
New York. 

BENNETT S. CHAPPLE, Jr., Asst. Exec 
ice President, United States Steel Corp., 
Pittsburgh 

EUGENE GAUGHN, Advertising Studies 
Manager, American Telephone & Telegraph 
Co., New York 

JOHN MATHER LUPTON, President, 
John Mather Lupton Company, New York 
WILLIAM MILLER, General Art Director, 
General Outdoor Advertising Co., Chicago 

A. P. BONDURANT, Advertising Director, 
Glenmore Distilleries Co., Louisville, Ky 
NORMAN KNIGHT, Vice President, Spon 
sor Magazine, New York 

MISS JANE TRAHEY, Advertising Direc- 
tor, Neiman-Marcus, Inc., Dallas 

CLYDE BEDELL, Advertising Consultant, 
Park Ridge, Illinois 

E. B. WEISS, Director o, Merchandising, 
Grey Advertising Agency, Inc., New York 

E. H. WEISS, President, Weiss & Geller, 
Inc., Chicago 

HENRY HOKE, Editor and Publisher, The 
Reporter of Direct Mai {dvertising, New 
York 

WILLIAM S. SADLER, Jr., Senior Part 


ner, Sadler and Associates, Chicago 


This reporter* believes that every 
one of the speakers would agree that 
Dick Joel deserves this salute as a 
crusader for better advertising educa 
tion. So I'll include all of them in 
wishing Dick the best of everything 
in whatever lies ahead. 


* Footnote: Incidentally, during this report- 
er’s spot at the Institute told part of the 
Yoon-Yun story (from April Issue). We 
learned that the Vice President of Union Bag 
& Paper Company in charge of corrugated 
box division, who was responsible for getting 
the $50,000 budget OK'd, and who had the 
courage to get the direct mail program put 
through was... a graduate of Emory. Car! 
(Happy) Chandler of the class of 1941 
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SELLING BY MAIL TO 
BUSINESS EXECUTIVES 


By Lewis Kleid 


How would you like to run a busi 
ness with the sun and surf and sand 
at you doorstep? Sounds soothing... 
but that’s strictly Chamber of Com 
merce stuff when it comes to Atlantic 
Advertising Inc., 24 South North Caro 
lina Avenue, Atlantic City, New Jersey. 

People from all over the country 
come to Atlantic City to rest, relax 
and enjoy its famed recreation but 
Jim Dooley and his two associates, 
Cliff Lee and Horace Blitz might just 
as well be in Muskegon. 

Still in its infancy, Atlantic Adver 
tising has made unusual progress in 
selling by mail and some of its tech 
niques may blaze the trail for some 
of the oldtimers in the business. 

Selling by mail is rough and tough. 
There is no easy road to riches — but 
if anybody is voted “most likely to 
succeed,” I cast my ballot for Jim 
Dooley. He’s one of the best up-and 
coming, all-round mail order men I 
know. 


Q. Jim, have you always lived in 
Atlantic City? 


A. Most of my life. Like a great 
many Philadelphians, our family used 
to come down to the beach and after 
a while they liked it so much they mov 
ed here permanently. | went to school 
here and then to the Wharton School 
of the University of Pennsylvania, 
from which | graduated in 1934 and 
then to pre-law at Harvard. 


Q. What stopped you from be- 
coming a lawyer? 


A. Things were pretty tough in 
1935 and 36. I'd been earning some 
extra money doing cartoons while at 
law school for a trade magazine—so 
I decided Atlantic City could use a 
one stop service station advertising 
man. | got off to a quick start with lit 
tle more than a desk and typewriter. | 
offered local accounts the works 
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space advertising, printing, lettershop 
services—the whole meal from “Soup 
to Nuts.” 


Q. How did you and Cliff and 
Horace get together? 


A. Clifford Lee had his own print 
ing plant. I did a lot of business with 
him and liked him. Horace: Blitz had 
a lettershop, Roeblee Advertising, so 
the merger of a printing plant, letter 
shop and a creative service in a small 
city was a natural. Clifford Lee is Vice 
President of Atlantic Advertising, in 
charge of production and purchases. 
Horace is Secretary-Treasurer and 
handles copy and personnel. 


Q. | noticed you were doing 
work for a big New York Radio 
Network. That's a long way from 
Atlantic City. 


A. Our present work and know 
ledge of direct mail stems from this 
experience. I'd been doing cartooning 
and met another chap who had a car 
toon series which he sold to radio 
stations on a syndicated basis. From 
that contact stemmed a series of car 
toon blotters and a flow of promo 


“Three Men On a Horse . 


Reporter's Note: Here is another in the series 
of interviews with prominent personalities 
in the mail order field... conducted by 
Lewis Kleid of the Lewis Kleid Company 
(mailing lists), 25 West 45th Street, New York 
36, N.Y. Our reports of previous  inter- 
views have been very popular, judging by 
the many letters received. This time, Lew 
tackled « fellow representing a trio known 
very well by this reporter (we told part of 
their story in the March, 1950 Reporter— 
“Three Men On A Horse”). There are ideas 
in this latest interview for everyone... not 
just mail order people. So we suggest you 
read it carefully. 


tional material to help local radio sta 
tions sell more “time.” This eventually 
developed into a department of our 
business known as “Broadcasters Pro 
motion Service” which sells printed 
services to radio stations by mail. 


Q. Chalfonte-Haddon Hall is rec- 
ognized as one of the most astute 
hotel users of direct mail in the 
country. How do you help them 
with their promotion? 


A. Chalfonte-Haddon Hall sends 
out more than a million and a half 
pieces a year. They have their own 
direct mail department with the finest 
equipment—better in fact than some 
lettershops. 

Atlantic Advertising is retained on 
an annual basis. Each year we pre 
pare a mail program to prospective 
guests—write the copy, handle pro 
duction, print, insert and mail. The 
client maintains lists on stencils, does 
the addressing and, in addition, turns 
out a constant flow of Autotyped let 
ters to former guests. In 1950, our 
client won the DMAA Best of Indus 
try award for its direct mail promo 
tion, including mailings to prospec 
tive and former guests. 
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MAIL ORDER LIST SERVICE, Inc 


iS Newbury St.. Bost 6. M 
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Get More Inquiries 
with intimate, friendly letters — which tell 
how people will benefit in dealing with 
you. This approach will bring you many 
inquiries 

Profit by my | long experience in writing 
outstanding letters, folders, and booklets. 
Moderate fees. Successful technique used 
here is revealed in an interesting, inform- 
ative folder. It is yours free, on request 
made on your letterhead. 


EDWARD W. OSANN 


Creative Letters and Advertising Literature 
Since 1910 
175-35 88th Ave., Jamaica 32, N. Y. 
REpublic 9-2244 


























ADDRESSING MACHINES 


EQUIPMENT-SUPPLIES-PARTS 


REBUILT ADDRESSOGRAPH 
All Models 
Hand & Electric 
WE MANUFACTURE... 
BUY and SELL Plates, 
Frames, trays, cabinets, 
tabs, ribbons, speedavu- 
mats. Our lerge stencil 
embossing dept. gives 
fast, accurate service. 


REBUILT ELLIOTTS 
All Models 
Hand & Electric 
WE MANUFACTURE... 
BUY and SELL Fibre sten- 
cils, long & short trays, 
cabinets, liquid & paste 
ink. Also Smith Stencil 

typewriters 


Write For information, Prices and Circular 
Dept. 8-4, 40 W. 15th St., N. Y. 11, N. Y. 


MAILERS' EQUIPMENT CO. 





He Read A Sales Letter 
written by Shurtleff 
Write for information about a 
“most unusual letter writing 
service.” Shurtleff letters are 
100% guaranteed todo the job. 


FLAVEL H. SHURTLEFF 
1120 Wilson Avense, Peoria 4, Mineis 











Q. Jim, how did Atlantic Advert- 
ising get started in selling by mail? 

A. It was a short step from selling 
blotters and syndicated direct mail to 
radio stations to designing Christmas 
cards tor them. We then broadened 
our market by seliing the greeting 
cards to other business firms. The 
business specialties and desk acces 
sories were added as extra enclosures 
in our mailings since it cost very little 
to throw them in and we got a free 
ride on the postage. 


Q. | imagine that most of your 
work in the greeting card business 
is confined to a few hectic months. 
How do you spread the work load 
during the rest of the year? 


\. Lew, our Christmas promotion 
and fulfillment keeps us busy for about 
six months of the year. Early in the 
season we design new ideas. Our big 
mailings go out in October but for 
three months prior to that our auto 
matic inserting machine and mailers 
are busy night and day getting the 
stuff into mail bags. 

To keep our staff engaged, for the 
rest of the year we've developed a 
series of collection aids, printed post 
cards, forms, personalized labels and 
correspondence cards which we can 
produce in our own plant and sell to 
our customer list and others all through 
the year. 


Q. How often do you mail to 
your customers? 


A. Our big push with the greeting 
cards is in November but we plan to 
make a minimum of ten mailings a 
year to our active customers. This 
would include catalogs, flyers, and 


special mailings. 


Q. Will the effectiveness of your 
customer list be diminished if you 
mail to it too frequently? 


A. Even with 10 mailings a year 
we wouldn't be scratching the surface. 
These names are not our exclusive 
property. Many other firms are mail 
ing to them constantly. The better the 
mail order buyer is, the more likely 
he is to be on many lists. The fact 
that we have sold an honest product, 
given good service —is all the more 
reason why our customers should wel 
come hearing from us. 


Q. How big a mailing operation 
will you conduct in your own be- 
half this year? 


A. I estimate that within the next 
twelve months we'll probably mail be 
tween 8 and 10 million pieces. 
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Q. What percentage is received 
cash-with-order and what is the 
unit of sale? 


A. The average unit of sale is $20.00. 
Fifty-four percent remit cash with or 
der. We prepay shipping charges, if 
cash is remitted in advance. 


Q. Jim, will you tell me more 
about your policy of billing any- 
body without checking credit? It 
must be an awful headache. 


A. In the last analysis, we are in 
business to make money and we find 
that we can make more money by 
extending credit than by asking for 
cash-with-order. True, we lose about 
4 of | and it does cost money to 
collect. We have an efficient collection 
series and we use Dun & Bradstreet 
for collections. When it’s all over we 
are well ahead of the game by trust 
ing people. The 54°, who remit cash 
with-order enables us to have ade 
quate working capital and the balance 
pay their bills within 40 to 45 days. 


Q. What have you found to be 
best format for your mail order ef- 
forts? 


A. The usual... a letter, a circular, 
a sample if possible, an order form, 
a business reply envelope and an out 
side envelope. We haven't had too 
much experience with self-mailers and 
since we own an automatic inserting 
machine, we prefer to use envelopes 
which enable us to add extra enclos 
ures. 


Q. Can you tell me more about 
the gadget on the automatic insert- 
ing machine which keys simultane- 
ously? 

A. This is the Berkeley Key Im 
printer which we lease by arrangement 
with Tension Envelope Corporation. It 
is an invaluable aid and a great eco 
nomy. The device prints a key or 
code number on either the order form 
or the business reply envelope as it 
is being inserted. This operation elim 
inates the necessity for preprinting 
keys on the order form. There is never 
any shortage or overage. Tension 
Envelope Corporation is to be compli 
mented for the development of this 
device so valuable to large mailers. 


Q. When do you find it most pro- 
fitable to test and mail? 


A. Unfortunately, we cannot test 
our Christmas cards month-to-month. 
It’s a long range project. What we 
learn on tests this year, we use next 
year. On our catalog we are shooting 
for the time when we can mail every 
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business day during the year. Sure, 
some of the mailing will not pull as 
well as the others but we're figuring on 
an overall return. The good will carry 
the bad and the dollar and cents aver 
age for the entire year will be the 
only criterion. This will enable us to 
do a mass selling job acquire new 
customers and keep our staff and 
equipment going 52 weeks of the year. 


Q. When you are renting outside 
lists, what is your reaction to the 
list owner who will not return your 
empty addressed envelopes but in- 
sists on your shipping stuffed en- 
velopes for him to address and 
mail from his own post office? 


\. We have enough problems with 
out shipping — stuffed material. We 
think our list is valuable, too, but we 
have enough faith in the people who 
use it to return empty addressed en 
velopes to them or their lettershop. 
We are selective about whom we per 
mit to use our list. We protect our 
selves by including decoys in our ad 


dressing. 


Q. What are the special quali- 
ties you look for in renting lists? 


\. The only thing that matters 1s 
the end result. Some lists on the sur 
face look poor others look good. You 
just have to have courage and try 
a lot of things that seem suitable. 
After a while you develop some stand 
ard of judgment. But the only real 
way you can tell is to test. Within 
the limit of our budget we try com 
piled vertical and horizontal lists and 


mail order rental lists. 


Q. What has been your experi- 
ence with compiled lists? 


A. A list compiled from late - in 
formation, where selection is done in 
telligently and which is typed neatly 
will do as well for us as mail order 
buyers. Mail order lists, since they are 
the life blood of the owner's business, 
are usually in good shape. Compiled 
lists are equally effective for us, de 
pendent upon the quality of the com 
pilation. 


Q. Can you use a successful list 
more than once on the same offer? 

A. The Milwaukee Dustless Brush 
list has done well for us four years 
in a row. Results fall off a bit each 
year but that’s because we've skim 
med the cream. 

Q. Would it be practical to check 
outside lists for duplication and 
remove customer names? 


A. No. The cost would be too high. 
We get very few complaints and as 
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THE HOUSE OF ENVELOPES ... AND ENVELOPE IDEAS! 





if you'd like to receive our brisk little publication “THE 
POSTMARK,” you have only to request it. Please use 
the coupon below. 


AROEN CirTy 


Ewvecore Co. 
3001 a. ROCKWELL st. 


Se ee SE SS SS SS SS a Me 
Garden City Envelope Co., 3001 N. Rockwell, 
Chicago 18, Ii! 
C) Please put my name on “THE POSTMARK” mail- 
ing list 
My Name 
Company 
Address 


e==-1001--=. 
(MAILING LISTS ! 


Individuals & Firms From A (Accountants, 
Abrasives) to Z (Zoologists, Zinc). Many 
lists seldom available. Please specify needs 


FREE —Send for sample copy of current issue 


ee *. . * ”” 
Lists & Listings 
the monthly newsletter of list know-how 
& data. Write today to Walter Drey, Editor 
WALTER DREY, Inc. 
257 Fourth Ave., Desk R, N. Y. 10, N. Y 
ee 





this little funny face may be 
MISS AMERICA of 1973 


First impressions are sometimes deceiv- 
ing! But in Direct Advertising — it’s the 
first impression which gets people to 
read your letters, self-mailers, booklets, 
catalogs, etc. That’s the prime requisite 
for results as you know. See how we do 
it for others, large and small. 


Write or phone TODAY for FREE port- 
COLORFUL POST CARDS folio of samples of our work. 
is what we'll send you. 


Will give you an idea how your pro- 
duct can be pictured on 4 color post 
ecards for mailint to customers 
& prospects. We handle photogra- 
phy. printing and mailing at prices 
hat will please the budget. Write 
J J K COPY-ART INCORPORATED 
1619 Broadway, New York 19, N.Y 


Place, New York 3, 6. * 





TIRED OF 


mUmBo. 
s¥UmMBpO? 


Unfortunately, advertising 


is beset with it... ano its 
“HIGH PRIESTS”. 


If you need resultful direct 
advertising — not “Mumbo- 
Jumbo”, or “High Priests”. 
we'll be happy to work 
with you. 


Our clients* will tell you 
what we've done for them. 
And, if you'll call or write, 
we'll tell you what can 

be done for you. 


*SOME NAMES ON REQUEST. 


‘ a 
ROWLAND BRANOWEIN 


Ezrimy 


143 E. 35th St. 
New York 16, N. Y. 
MUrray Hill 9-4456 


long as the customer doesn’t get du 
plicates in the same mail, it is not too 
serious. As a matter of fact, duplicates 
spread out over a period of time might 
even help because the repetition ts 
not objectionable and it gives us an 
other chance to get the order. 


Q. In testing lists, do you specify 
any specia! cross-section? 


A. No, we ask the list owner to 


give us a fair cross-section. This is 


~ 


not particularly reliable but with our 
IBM statistics I hope to be able to 


stipulate exact test specifications. 


Q. What information can your 
IBM system furnish? 


\. Essentially, we use IBM for bill 
ing. We can handle a tremendous load 
of orders im a short period. 

It gives us (a) an accurate sales 
analysis, (b) results by lists used, (c) 
results by cities and states, {d) results 
by population levels, (¢) quantity of 
each item sold, (ft) the average unit 
of sale, (g) average postage on ship 
ments, (h) average cash-with-order. 

Sometime in the future, we plan to 
use our IBM for production cost con 
trol, payroll and inventory. Sure, we 
could operate without IBM but I’m 
sure that the mistakes we avoid now 
would cost more than the rental of 


the equipment. 


Q. What is the cost of the IBM 
set-up? 


A. We have a minimum installation 
which includes a sorter, a tabulator, 
a key punch, and summary punch, 
which costs about $400 a month in 
rental charges. 


Q. How will you use IBM to de- 
termine cross-section test specifi- 
cations? 


A. Each of the 48 states will be 
evaluated | to 48 on the basis of 
sales per thousand pieces mailed into 
each of these states. We should then 
know our markets accurately. Then, 
if we test, we can specify to the list 
owners the number of pieces we want 
in each state to give us a fair cross 
section for our purposes. This involves 
a little extra time in issuing a_ list 
order but it’s safer than depending on 
some addressograph clerk to deter 
mine what he considers a “fair cross 
section.” Very often a tair cross-sec 
tion is the first tray of stencils at hand. 


Q. Since you will know which 
states—on the basis of your statis- 
tics do best for you, wouldn't it be 
better to mail only into those 
states? 

\. Maybe, some day when the 
going gets rough, we will be more se 
lective in the names and areas we 
use. For the present, we prefer to 
operate on a mass basis. As long as 
the mass mailings meet our quota, 
we'll continue to use national lists. A 
customer is a customer whether he is 
in Peoria or Podunk. 


Q. How do you handle billing 
on the IBM machine? 


A. We have devised ‘an ingenious 
five part continuous carbon interleaved 
form, which with the help of the IBM 
engineering department enables us in 
one operation to send the customer 
an acknowledgment of the order the 
same day it is received, a bill when 
the order is shipped, and to issue pur 
chase orders to suppliers who are drop 
shipping. This order is unique in that 
it gives the supplier an addressed 
label for his shipment and a shipping 
notice to be returned to us after the 
order is processed. 


Q. Do you use the IBM cards for 
addressing? 

A. No—we could but it’s slow. 
We maintain our customer list on Ad 
dressograph plates for mailing to our 
customers and for list rental address 
ing. These stencils are coded to show 
when the customer bought and the 
general classification of merchandise 
purchased. They are filed by cities 
and states to meet Third Class postal 
requirements. A separate addressing 
system is wasteful—buc as our cus 
tomer list increases, we will try to 
find some electronic method for ad 
dressing and controlling our list. 


Jim Dooley is an unusual person. 
He has no hesitation in telling his 
competitors, “how to do it.” If you 
visit Atlantic City, he doesn't keep 
you out of his plant. He’s proud of 
it and glad to show you through. He’s 
learned a lot the hard way and he 
doesn’t hide his know ledge. “It’s very 
simple,” he says, “every time I give an 
idea, I get an idea.” 

Keep your eye on Atlantic Advertis 
ing Inc..—Jim Dooley, Horace Blitz 
and Clifford Lee. They're growing 
and going places selling by mail to 
American and Canadian business ex 


ecutives. 
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{ Reporter round-up shows: 


DIRE 


2 


WASHINGTON || 


KANSAS 


cT MAIL DAYS 


MEAN BUSINESS 


Direct mail enthusiasm is having a 
nation-wide bonanza! 

Never before have so many people 
direct 
many 
point 


been interested in organized 
mail activities. trom 
areas throughout the country 
up the fact that it’s mushrooming al 


Days 


Reports 


most everywhere. Direct Mail 
are on the increase... at a tremen 
dous, stimulating pace. 

In December's Reporter (page 30) 
we had the story of the November 
Philadelphia Direct Mail Day. Decem 
ber marked the organization of the 
first local DMAA chapter at the King 
Edward Hotel meeting in Toronto, 
Canada. January's Boston Direct 
Mail Day (in conjunction with the Ad 
Club there) was a complete sell out. 
And “Big Doings In Detroit” (March 
Reporter cover story) gave you the 
details of the highly successful open 
to-members DMAA Board Meeting 
held on February 13th in the Motor 
City. 

During the last month or so there's 
been an influx of reports on such Di 
rect Mail Days from all over the coun 
try. Most of these meetings had record 
turnouts. All were wonderfully suc 
cesstul. The response and enthusiasm 
behind them is an important facet in 
increasing the stature of an already 
billion dollar business. 

Most significant of the recent meet 
ings were those held in Des Moines, 
lowa; Orlando, Florida; Washington, 
D. C.; Kansas City, 
New York City. 

It would be impossible to give all 
the local color and flavor of each of 


Missouri, and 


MAY, 1953 


these meetings. But we are including 
here a round-up of the proceedings 
at these important Direct Mail Days: 


DES MOINES, IOWA 
MARCH 17TH 


The Hotel Savery in Des Moines 
was the scene of this big midwestern 
Direct Mail Day. Well over 200 mem 
bers and guests of the Des Moines 
Advertising Club packed the hotel to 
hear featured speaker William Bar 
ing-Gould, Manager of 
Life magazine. Look magazine’s Hen 
ry Cowen handled the local details 
for the meeting. Did a magnificent job 
as chairman of the Des Moines Direct 
Mail Day. 


Circulation 


ORLANDO, FLORIDA 
MARCH 25TH 


The Central Florida Advertising 
Club held its first Direct Mail Day 
on Wednesday, March 25th at the 
Angebilt Hotel in Orlando. President 
Ruth Gardner (Harry P. Leu, Inc., 
Orlando) rounded up a record turn 
out. Biggest meeting ever of the Ad 
Club. 


The DMAA “Best of Industry” 
award winners were on display. Speak 
ers were David Goldwasser of At 
lanta Envelope Company, with a 
brand new down-to-earth talk on di 
rect mail fundamentals; and Henry 
Hoke of The Reporter also with a 
brand new talk on “Showmanship” 
(a la April issue). 


Present at the head table was new 


Orlando Postmaster L. A. Bryant who 
is mighty pleased about the move 
made by Florida Fashions from San 
ford to Orlando... putting his office 
way up in first class rank. 


Ruth Gardner reported a few days 
later that the meeting caused new 
interest and increased direct mail ac 
tivity. One lettershop owner called 
her and reported a customer the very 
next day... as a result of the meeting. 
Another direct mailer went home and 
mailed out announcement cards he'd 
been sitting on for months. Turned 
up five orders from 95 cards. Ruth 
said the meeting really stirred up a 
batch of business in Orlando. 


WASHINGTON, D. C. 
MARCH 31ST 


The direct mail carpet was rolled 
out, complete with everything, for 
this action-packed Direct Mail Day 
held at the Statler Hotel in Wash 
ington. The day was sponsored by 
Advertising Club. 
Ferd Nauheim did a superlative job 
as chairman... pulling all the loose 
ends together to make one of the 
smoothest running Direct Mail Days 
ever held. 


the Washington 


Morning was devoted to an exhibit 
of DMAA “Best of Industry.” 


Twelve-thirty luncheon in the South 
American Room was sparked by 
greetings from DMAA Managing Di 
rector Bill Henderson. Main lunch 
eon speaker was Larry Chait (List Re 
search, Time, Inc.) who offered his 








Kansas City Direct Mail Day 


informative new “How To Win 
Friends and Customers” talk. 
Afternoon activity centered around 
“Circles of Information.” Tables on 
copy, art, typography, mailing, plan- 
ning and five other direct mail sub- 
jects were covered by experts. Of 
fered top-notch advice and solved 
many personal direct mail problems. 
Along with the session, Boyce W. Mor 
Morgan & 
gave a 


gan, President of Boyce 
( Washington), 
approach” talk on 
Mail and The 


Associates 
valuable “new 
“Combining Direct 
Telephone.” 

Most provocative talk of the after 
noon was given by Larry Brettner of 
American Aviation Publications. Lar 
ry indulged in his favorite pastime of 


poking fun at those who misuse the 


great medium of direct mail. They 
suffer, he says, from the three S's... 
they “Steal,” “Stagnate,” and “Sut 
fer” from sterility of returns. He 
showed actual examples of how one 
mail user will steal ideas of others 
...how they blindly follow pet tor 
mulas; how they use corny expressions 
or offers which lessen respect for di 
rect mail. Larry reported on a study 
of 127 recent mailing pieces. Seventy 
three (57°) could be labelled as using 
unconvincing, high-pressure cliches. 
Such talks as Larry’s (appropriately 
titled “How To Avoid Hardening ot 
the Formulas”) are needed in direct 
mail meetings even though tender 
toes are trampled on. Makes us all 


more conscious of our mistakes. 
Attendance for this Capitol Direct 
Mail Day was well over 200 for the 
all-day session. Congratulations to 
Washington Ad Club for a job well 


done. 


KANSAS CITY, MISSOURI 
APRIL 1ST 


“Circles of Information” stole the 
show at this Direct Mail Clinic at the 
Advertising and Sales Executives Club. 
Such leaders as George R. Bryant 


(George Bryant, Inc.) and Allen 


William Baring-Gould 


at Des Moines 


Drey (Walter Drey, Inc.) were among 
the panel of experts who discussed 
everything from publication circula 
tion copy to mailing lists and mail or- 
der selling. Jack Tillotson, Jr., Presi 
dent, Modern Handcraft, Kansas Ci 
ty, and Martin Advertising 
Manager, Tension Envelope Corpora 
tion, Kansas City, gave a lot of sound 
advice at their printing, envelopes and 


saler, 


mailing tables. 

Jack’s father John E. Tillotson, Sr., 
Director of Associated Third Class 
Mail Users, introduced luncheon 
speaker Bob Stone, Vice President of 
the National Research Bureau, Inc. 

The 10-hour confab also included 
a 1% hour program devoted to mail 
expediting equipment. Direct Mail Cli 
nic Chairman Howard James directed 
the session. Various representatives of 
equipment manufacturers described 
and illustrated the latest developments 
in mailing machines. 

\ review of discussions held at the 
afternoon “Circles of Information” 
was given in the evening by “Circles” 
experts. After going over some of the 
which were presented to 


problems 
the panel members answered 


them... 
more questions directed at them from 
the floor. 

Wind-up of this highly 
a report by 


successful 
program was Walter J. 
Berkowitz, Secretary-Treasurer of 
Tension Envelope Corporation and 
DMAA Board member who gave the 
group a run-down of latest DMAA 
activities. Walter urged all those at 
clinic to join and enjoy 
benefits of DMAA mem 


tending the 
the many 
bership. 


NEW YORK CITY, N. Y. 
APRIL 6TH —7TH 


Here’s a new idea for the benefit 
of publishers and circulation men. It’s 
the first annual Circulation Workshop 
held under the sponsorship of DMAA. 
First meeting at the Hotel Roosevelt 
was a knock-out. Devoted entirely to 
study of publication circulation. Load 


Hoke, Gardner, Goldwasser, Postmaster Bryant at Orlando 


ed with helpful open-discussions and 
round - table problem solving. Dick 
Stifel of U.S. News and World Report 
was Chairman for the April 6th meet 
ing. The two-day seminar opened with 
a luncheon with talks by Dick, DMAA 
President Les Suhler (Look magazine) 
and Managing Director Bill Hender 
son 

Four tables were set up for the af 
ternoon Workshop: “Mail Selling Stra 
tegy and Planning,” F. N. Merriam, 
Jr. (McCall's); “The Mail Selling 
Piece,” Walter F. Grueninger (Tide); 
“Lists,” Fred Kellam (U.S. News 
and World Report) and “Special Ef 
forts,” L. W. Burnett (Curtis Pub 
lishing Company). 

Dick Stifel acted as toastmaster for 
the dinner that evening ... while mod 
erators of the above sessions gave re 
ports on the afternoon. The session 
broke into an exciting discussion with 
questions being popped everywhere. 
We can hardly think of a circulation 
question that was left unturned. 

Al Buchanan of Crowell-Collier Pub 
lishing Company was chairman for 
the April 7th Workshop day which got 
underway early at 9:30 A.M. The 
four work tables for this day includ 
ed: “Renewal Strategy and Planning,” 
Ted Bihler (Business Week); “The 
Renewal Mailing Piece,” Bill Baring 
Gould (Life); “Subscribers As a Source 
of New Business,” Irv Silverman (Es 
quire-Coronet) and “Subscriber Main 
tenance and Good Will,” Dick Kline 
(Forbes). 

The noon luncheon 
morning Workshop brought out the 
same kind of enthusiasm that the day 
before’s dinner showed. Al Buchanan 
handled the discussion period...ques 
tions being directed from the floor 
to Workshop moderators. 

The Circulation Workshop covered 
a lot of ground. Although the meet 
ing was confined to DMAA members 
in circulation work ... it drew 87 men 
and women who work for 44 differ 
ent publishing firms. The DMAA es 
timated that the combined circulation 


following the 
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May 6th officially declared Direct Mail Day 
by Deputy Mayor Horowitz (Pinch-hitting for 
busy Mayor Impellitteri) with Felix Tyroler, 
John Patafio and Bill Henderson looking on. 


Circles of Information at DMAA’s first Circulation 


Boyce Morgan, Marian Armstrong, Clayton Sanders, 
Workshop. 


larry Chait and William Henderson at Washington 
Direct Mail Day. 


these people in attendance work to 
maintain was more than 150 million. 
You might say in retrospect... nearly 
everyone in the country was there by 
circulation proxy! 

With the April 6th session devoted 
to “New Subscribers” and the April 
7th to “Old Subscribers,” the 87 cir 
culation men and women had an ex 
cellent chance to thrash out all phases 
of circulation problems. Response and 


comments of the Circulation Work 


shop were unanimous: Another fine 
program instituted by DMAA. 


NEW YORK CITY, N.Y. 
MAY 6TH 


This was the day New York direct 
mail users had been waiting for a 
long time... New York’s first an- 
nual Direct Mail Day. Mayor Impel 
litteri made it official by proclaiming 
May 6th as “Direct Mail Day” in New 
York. Thirty-four of New York’s lead 
ing graphic arts organizations com 
bined their efforts to make all-day Ho 
tel Roosevelt gathering the success that 
it was. Fred Gamble was Honorary 
Chairman; John J. Patafio (Ambas 
sador Letter Service), General Chair 
man; and Ed Mayer (James Gray, 
Inc.) Program Chairman. 

There were nine sessions, through 
out the day... four in the morning, 
and four in the afternoon with a 
luncheon at 12:30 in the Grand Ball 
room. John D. Yeck was Chairman 
of the morning session... A. Gardner 
Gibbs headed session in the P.M. 
DMAA President Les Suhler was 
Chairman of the large luncheon in 
the Grand Ballroom between ses 
sions. Featured luncheon speaker was 
Marion Harper, Jr., President of Mc 
Cann-Erickson, Inc. who gave an ex 
cellent talk on how to use new me 
thods and means to win good will. 

Here’s a run-down of the speakers 
and their subjects for the morning 
and afternoon sessions: 

Philip E. Johnson, Circulation Pro 
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duction Coordinator, Time, Inc., spoke 
on how to cut costs in direct mail 
production. 

The scientific approach in direct 
mail was covered by two fund-raising 
and testing experts. Wm. Arkwright 
Doppler of the New Jersey Tubercu 
losis League and Virginia Parsons of 
the New York T. B. and Health As 
sociation. 

Bernard L. Mazel, President of B. 
L. Mazel, Inc. dished up some sound 
advice to copywriters and direct mail 
producers with his talk on coordinated 
copy. 

Huntley H. Geddes, well-known 
expert of R. L. Polk & Company went 
over the list aspects of direct mail. 
Huntley’s talk was a fine appeal for 
better, cleaner lists. 

An interesting “other-side-of-the 
fence” talk opened the afternoon ses 
sion. Charlotte Montgomery gave her 
reactions to direct mail as a consumer. 
Told some of the housewife’s reactions 
to the medium. 

With the same zest Larry Brettner 
had in his Washington Direct Mail 
Day talk... A. R. Tofte blasted some 
of the inhibitions industry has about 
direct mail. Tofte, Advertising Direc 
tor of Allis-Chalmers Manufacturing 
Company, came right out with it... 
with a straightforward demand titled: 
“Industry Needn’t Be So Damned 
Dumb About Direct Mail.” 

Julian P. Brodie, President, Green 
Brodie, Inc., related what a tremen 
dous resistance softener direct mail is 
for the salesman. He calls direct mail, 
“The Salesman’s Sweetheart.” 

The program wouldn't have been 
as complete as it was without David 
Margulies’ talk on mail order. David, 
President of Damar Distributing Com 
pany and Gift of the Month Club, of 
fered some conclusive proof on the 
impact of mail order advertising. 

With the “Best of Industry” cam 
paigns on display all day and the 
sessions in full swing... the Roose 
velt was almost “taken over” by direct 


mailers. The attendance for New York's 
first Direct Mail Day was over 800. 
A wonderful tribute to the direct mail 
fraternity in New York and everyone 
who helped make it the great day it 
was. General Chairman John Patafio 
and his co-workers deserve substantial 
praise for New York’s first Direct 
Mail Day. 

So ends our round-up of recent Di 
rect Mail Days. The significant part 
of all these recent meetings was the 
reaction afterwards, Telephones were 
buzzing in every city. Direct Mail 
Day enthusiasm was cultivated and 
ballooned. 

More cities and communities should 
organize Direct Mail Days such as 
these. Interest should be stimulated. We 
suggest you write to DMAA Head- 
quarters, 17 East 42nd Street, New 
York, N. Y. and ask them for a copy 
of their “How To Organize a Direct 
Mail Day.” It'll get you started to 
ward a Direct Mail Day in your lo 
cality. 

Once you get going, feel its im 
pact... you'll know what we mean 
when we say Direct Mail Days mean 
“business,’’—direct mail business. 








THE REPORTER HAS MOVED 


Two years ago, when we moved 
from 42nd Street and Madison Ave- 
nue in the big city .. . there was 
considerable doubt whether the ex- 
periment of working in the country 
would prove successful. it has. . . 
beyond expectations. Our first quar- 
ters soon became too crowded. No 
more room for expansion. 

So, on May 9th The Reporter 
took possession of a building at 
224 Seventh Street . right in 
the business center of Garden City. 
With a garden of its own right be- 
hind the offices . . . and around 
the corner from the Post Office. 
We'll be ready to welcome visitors 
in a few short weeks .. . when 
the painters, carpenters, plumbers 
and electricians have departed. 

Same teleph ber. No 
stairs to climb. Come right in! 
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255 Mill Street 


MCR, jx TRAVELING RACK 


Ten Hook-On Trays speed up print 


ing, mimeographing, sorting, in- 
serting keep things moving 
in the mail room. Write for folder 
All-Purpose Metal Equipment Corp 

Rochester 14, New York 





MAKE ‘EM LAUGH! 


Friendly prospects buy quicker. Make 
yours laugh with the “Let's Have Better 
Mottoes” monthly mailings. Unusual — 
eflective — economical — exclusive. Write 
for details on your business letterhead 
FREDERICK E. GYMER 

2125 E. 9th Sr. Cleveland 15, Ohie 
SSCeveeeeveseSeeveseseeeveeee 





ROSKAM 


For LISTS, Seeeet een. + = aos 


We've got the _ 


— mail pro- 


grams —- ity competed.” Cut costs, in- 


crease pull, 


oO. 


avai mist 
WRITE OR WIRE Topay! 
H. ROSKAM, ADV., 1430 Grand, K. C. 6, Mo. 


SALES LETTERS 


Letters with “instantaneous appeal,” thar 
beckon to be read, that impel! and sell 
One series 26 years old. Send for circu 
lar “R. Please write on letterhead 


“Chat Fellow Bott’. 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 











How do companies handle your direct mail? 
You may find the answer in this surprising, but enlightening: 


Survey Of Mail— 
Opening Practices 


By Niles G. Foss 


Market Research, Dow Corning Corporation 





Reporter's Note: Direct mail, like all other 
media, has many mysteries. One of its largest 
question marks is the uncertainty: “What 
happens to my mailing pieces upon arrival 
in a company’s morning mail?” You want 
to know if your direct mail is getting to 
the intended individual within the concern. 
And if so—how? Is the mail opened and 
the envelope destroyed before he gets it? 
is it delivered to him unopened? The im- 
portance of answers to these questions is 
obvious. Here, Niles G. Foss of the Market 
Research Department, Dow Corning Corpo- 
ration, Midland, Michigan, uncovers some of 
the mysteries. We're reprinting his informa- 
tive internal company report. It is the result 
of an extensive survey made to determine 
the mailopening practices of 1000 large, 
nedium, and small sized companies. The 
chart on the opposite page shows what 
Niles’ survey found out about company 
treat t of i ing mail. Some of the 
answers are amazing. 








Should we continue the practice of 
double addressing our regular infor- 
mational direct mail pieces? Is it nec- 
essary to address both the envelope 
and inside letter of transmittal to 
make certain the intended individual 
gets his mail? 

That's what we have been doing 
because we haven't had an accurate 
description of what happens to our 
mailing pieces upon arrival at the sub- 
ject companies. Was the mail being 
opened and the envelope destroyed 
before being delivered to the recipient 
as is the case in our organization? If 
so, it would probably be necessary 
to name and address the contents. Or 
was the mail being delivered unopen- 
ed, in which case the double address- 
ing would probably be unneccessary. 

This double addressing alone adds 
several hundred dollars per year to 
the cost of our mailings. 

With IBM about to take over the 
mailing list addressing job, this par- 
ticular operation would be several times 
more costly. (Ed. Note: Dow Corning 
is now engaged in the tremendous 
task of converting from limited ad- 
dressing plate system to unlimited se- 
lection of IBM punch cards... one of 
the reasons why this survey was made). 
Of course, if the inside address is nec- 
essary to insure delivery to the indi- 
vidual it is by all means worthwhile. 
But is it necessary? 


We inquired of all the known 
sources for this type of information 
—without results. So we made up a 
questionnaire and sent out a thousand 
of them to our small, medium and 
large sized accounts. We received 490 
questionnaires back for a 49% re 
sponse. 

The chart on the 
shows the result. 

From the answers to question No. 
1, we see that a majority of all, ex 
cept the smallest sized group, pass 
the mail to the individuals named on 
the envelope unopened. The ratio of 
all groups is 2 to 1 and 4 to 1 among 
the largest sized group. Since this 
largest group represents the large im 
personal type of organizations (where 
opened mailings are most likely to 
be lost) its ratio is particularly signi 
ficant. The smaller companies with 
smaller staffs present much smaller 
likelihood of misdirecting their mail. 

Question No. 2 answers show that 
about half of the companies opening 
all their mail attach the envelope to 
the contents when forwarding it to 
the individuals concerned. This leaves 
about a third of the companies on 
the average (or a quarter of the largest 
ones) throwing the envelopes away. 

In pulling together the meaning of 
these answers, we can state the re- 
sults in another way: 

We can say that 87° of all the 
firms responding (and more signifi- 
cantly, 95% of the largest sized group) 
either pass the mail to the persons 
named on the o ‘side envelopes un 
opened or attach the outside envelopes 
to the contents after opening them. 

With such a large percentage of 
the companies using the envelope 
name and address as their only guide, 
my conclusion is that we need not 
go to the extra expense of double 
addressing our direct mail to ascertain 
its reaching the intended persons on 
our mailing list. 


opposite page 


But in relieving us of this opera- 
tion, I think the results introduce a 
new obligation on our part. Since 
such a large percentage of the recip 
ients actually see the outside envel- 
ope, it behooves us to have it in the 
most presentable form. 
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DOW CORNING CORPORATION SURVEY OF 
COMPANY MAIL-OPENING PRACTICES 


Which 
Statement 
best de- 
scribes the 
procedure 
used 

in your Co. 
for opening 
the direct 
mail? 


If using 
the first 
way listed 
above, that 
is to open 
all mail, 
which of 
the follow- 
ing ways 
do you 
handle the 
situation 
where the 
individual’s 
name ap- 
pears only 
on the en- 
velope and 
not any- 
where on 
the con- 
tents? 


Answers 
Given 


We open all mail. Whether 
addressed to an individual or 
just to the company. 


We open only mail addressed 
just to the Co. And we pass 
that mail addressed to indi- 
viduals along to them unopen- 
ed. 


We do it another way. 
(Or) No response 


We write the person's name 
on the contents and throw 
away the envelope. 


We attach the envelope to the 
contents so that he receives 
everything. 


We usually make no attempt | 


to get this kind of mail to the 
individual, reasoning that if it 
doesn’t have his name on some 
part of the contents the mate- 
rial is not important enough 
for him to read. We some- 
times throw away this mail. 








(A) This high 
percentage 
due mostly 

to no re- 
sponse. 


We do it another way. 
(Or) No response (A) 


Total 
Replies 


REPLIES: By Size Of Company 


Over 500 
Empl. but 


Less than 50 to 

50 Empl. | 500 Empl. ; ing the 
group on 

the right 





81 


29 


7 
24% 


not includ- 


Among 
the 1000 
largest 
Co.’s in 
the U.S. 











THE 
CHOCOLATE SOLDIER 


By Dudley Lufkin, 


Field Editor 


In July, 1951, a blind situation 
wanted classified ad appeared in a 
Chicago newspaper. It read simply 
“SALES PROMOTION or Sales Man 
ager — No experience. No old worn 
out ideas. 

The ad caught the attention of Ed 
ward Flynn, Executive Vice-President 
of the Cook Chocolate Company, 4825 
South Rockwell Street, Chicago. He 
sent for its young writer, Herman 
Schmidt, and promptly hired him as 
Sales Manager of the gift department, 
World's Finest Chocolate Inc., a divi 
sion of the Cook Company. 

Void of experience and those “worn 
out” concepts, Schmidt gladly accept 
ed the position, settled down to learn 
the business — and to promote the sale 
of chocolate. Tucked away in the back 
of his mind was a cache_of crisp, new 
sales ideas. 

In less than two years since the 
day Mr. Flynn picked up that Chi 
cago paper, Schmidt's inspirations have 
World’s Finest Chocolate 
sales to prodigious proportions. One 


sweetened 


gift box idea alone is expected to make 
2 million .dollars. 

When he first took over the job, 
Schmidt tried for several weeks to get 
salesmen interested in selling Werld’s 
Finest bars for gift and premium pur 
poses. His efforts weren't too success 
ful, so he decided to put on his hat, 
go out on the street to see what he, 
himself, could sell. 

Filled with enthusiasm, the ambi 
tious sales manager of only a few 
weeks picked out a twenty-story office 
building in Chicago's busy Loop area. 
Starting on the top floor, he worked 
his way down—calling on every office. 
He reached the ground floor discour 
aged with the realization most of the 
executives wouldn't even give him the 


260,000 MANUFACTURERS 
PLANTS, INDUSTRIALS 


W. 5S. PONTON, Inc 


50 East 42nd St 


{nother Direct Mail Success Story 
/ Profile O}: 


chance to show them what he had 
to olter. 

Schmidt went back to Cook Choco 
late Company and walked into the 
Edmond Opler, 
prepared with a confession of failure. 
He told Mr. Opler about the result of 
his attempt to get sales representatives, 
and also about his unsuccessful cover 
age of the Loop office building. 

Mr. Opler listened patiently to 
Schmidt's account of sales shortcom 
ings. Then he told the young man 
standing on the carpet to sit down. 
“Anybody who could canvass a twen 
ty-story building on a hot July day 
on his own initiative,” he said “can- 
not be a failure.” 

The president drew an analogy for 
the young sales manager. “Sales resist 
ance is like a war,” he told him. “You 
are a soldier in that war. You've lost 
a battle. Now, regroup your forces, 
keep fighting, and you'll win this 
war. 

The chocolate soldier not only re 


ofice of President 


Herman Schmidt 


1,400,000 RETAILERS, 
RADE SELECTIONS 


New York 17.N_Y Phone 


MUrray Hill 7-531) 





grouped his forces, he also knew he 
had the backing of his president. Now 
was the time to unleash his reserves 
some of those new sales ideas he had 
in the back of his mind. 

Schmidt's new offensive was launch 
ed. He went to his typewriter and be 
gan to write specific messages to spe 
cific prospects. The letters concen 
trated on the personalization of em 
ployee and employer relations. Each 
wrapper on the one, two, five, and 
special ten pound chocolate bars were 
personally imprinted with the recip 
ient’s name. Schmidt set down an 
outline of sales channels for personal 
ized chocolate bars: 

l Employers — to give to employees on 
their birthday. Mailed directly to employee's 
home with personal greetings from the em 


ployer 


2. Employers to give to employees for 


perfect attendance records 

3. Employers —to give to employees for 
perfect safety records 

4. Trucking Companies to give to driv 
ers for being accident free over a period of 
time 

5. Bars for suggested programs in any 
business 

6. “Thank you” bars for customers or 
new accounts, with a personalized message 
on the wrapper 

7. To introduce new items, models or 
changes. 

8. Bars for company anniversaries 

9. Christmas, Easter and other holiday 
greetings. 

10. Bars for conventions, trade shows and 
banquets. 

Schmidt's ideas have since found 
other uses for World’s Finest bars, but 
his initial direct mail attack was based 
on these ten good will motives. He 
took each category and blanketed ex 
ecutives throughout the country with 
a campaign of convincing sales let 
ters. Every letter stressed the offer of 
wrappers inscribed with any message 
the customer wanted. Volume orders 
were «entitled to any picture on the 
wrapper at no extra cost. 

Schmidt’s letters contained no gim 
micks. Believing that most executives 
don’t appreciate them, and that gim 
micks distract from a quality product, 
he stuck to the straight-forward ap 
proach. Copy was short and to the 
point. Sample wrappers were enclosed 
for a more vivid illustration of their 
personalization. And he never stopped 
testing. Schmidt tried every type of 
letter except gimmicks. He kept all 
his letters friendly and personal. 

The chocolate soldier began to win 
his battle against sales resistance. Re 
plies and orders were piling up. 


Write Dep't 'R 
for FREE 
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“Your letter has aroused my curios 
ity and beaten down my sales resist Envelopeners dramatize your mailings in two ways: 
ance,’ wrote Frank R. Price, Adver give you a frontal tie-in with your inside message 
tising and Promotion Manager of E. (“For the buy of the year—just pull here’ 


I. duPont de Nemours and Compa D bl ‘ 
: ou e For an idea with zing—just pull the string’ 


ny. Thousands of executives like Mr. ‘ 
Price had a sweet-tooth for Schmidt's etc.); then, the sheer novelty of this envelope 


promotion. Top management of the drama to goes to work to get your prospect inside quickly. In 
nation’s most powerful industries, as fact, it’s easier to Z-I-P and read than to pass it by 
well as royalty of Europe, formed one if h 

of direct mail’s most prominent list Catch a Write for samples and prices 
of luminaries. From this blue-chip 


roster, sales of World’s Finest Choco prospect! 
late at $2.00 per pound skyrocketed. 
As Christmas in 1951 neared, a large ENVELOPENERS naples 


oil company asked for a chocolate cen 

: - can carry an extra sur- 

terpiece they could use in a gift box : 
; : ; es prise and an extra sales 
they were planning. Schmidt sold : cal 
y | . message when printec 

» bie i 

them on the idea of a complete gift tags are sttached to the 


box of personalized chocolate, instead. opening string. Ask about 
Pull-Tag Envelopes. 





It included a pair of four-ounce bars, 








a one-pound acetate container of 
World’s Finest almonds, and a pound 
bar of chocolate with the oil com 
pany'’s greetings as a centerpiece. A THE NELLY ORGANIZATION 
specially designed red and green ship . ( () N INCORPORATED 
ping container displaying the choco ate ah 0 Philedeiphio 7, P 

, . Ar treet, Philadelphia 7, Pa. 
late was made to w ithst and shipment Phone: MArket 7-8133 
anywhere. Rugged as it was, the gift The "Department Store of Direct Mail" 
package prompted the Chicago Daily RETURN-A-CARD SALES LETTERS © FLASH CARDS « ILLUSTRATED BULLETINS « TRIPLE 

HEAD MULTIGRAPHING © TANDEM PRINTED LETTERS © ELECTRICALLY TYPEWRITTEN 


News to call it: “...a distinctive gilt LETTERS «© ADDRESSING © LIST MAINTENANCE ¢ MAILING « FULL COLOR SPORT, 
that makes chocolate look like a box SEASONAL, SCENIC, HOLIDAY & RELIGIOUS LETTERHEADS © IMPRINTING 


ol jewels.” 





GUMMED LABELS 


33 on a sheet, 16,500 in a ream 


20 reams $2.75 per ream 
10 reams 3.00 per ream 
5 reams 3.25 per ream 
2 reams 3.50 per ream 


One Time Carbon — $4.10 per Thousand 
Size 8¥, x 11 


Free Truck Delivery in Manhattan and Brooklyn 


° . . 
m. victor, addressing service 
130 Flatbush Avenue STerling 9-8003 Brooklyn 17, New York 
TH 


¢ 


Mail order gift houses were quick 
to recognize the gift’s distinction, too 
They ordered large quantities and 
promoted them coast to coast. People 
bought them to send to servicemen in 
Korea. The salesmen he couldn’t get 
during his first few weeks with 
World’s Finest were now knocking 
on Schmidt's door — eager to handle 
the unique line. A concentrated heavy 
direct mail program now backs up 
both salesmen and mail order houses. 
The gift idea is well on its way to 
ward a million dollars :n sales. 

With the chocolate promotion grow 
ing so big, it was only natural that 
World’s Finest came out with a bar 
larger than their already immense ten 
pound package. They upped it fifteen 


pounds and started making a twenty 

five pound bar packed in a personal | Setees $2.00 per copy 

ized carton. The world’s largest hunk ts ” GET THE FACTS! : 
of candy, chocolate or otherwise, the 


Hansel and Gretel sized piece meas - PHOTO-ENGRAVING COMPLETELY 
ures 214 inches thick, fifteen inches = EXPLAINED TO THE LAYMAN 


at 





wide and twenty inches long. Now — “brush-up” with this modern, complete and fully 


Within a month or so, Schmidt had 4 illustrated guide to correct photoengraving methods. 
3 : 24 HOUR SERVICE 


sold 200 bars at $50.00 a piece to ex- 
Ol . piece to € 108 pages—Lavishly illustrated in black and white, and color 


ecutives who sent them out as con 
gratulatory gifts. HORAN ENGRAVING COMPANY, INC. 

4 . _ . 44 WEST 28th STREET, NEW YORK 1, WN. Y. 

By using direct mail, Schmidt found Tel. MU 9-8585 * Branch Office: MArket 2-4171 
the closed doors such as he had en Please send me (prepaid) ...... copies of your 108 page revised 
; p And don't bent py Horan's book, "The Art and Technique of Photo-Engraving.”’ 
countered in the Loop office build around the clock”’ nm lear ew epee 
ing were opening. But while using ante —- ' 

black and white, 
benday or color process. 


- 
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direct mail, the Sales Manager never 
lost his personal call aggressiveness. He 
reluctant to call on any 
time. Sometimes, his 


was never 
company at any 
sales manager drive proved embarras 
sing. 

(ne 
an industrial gift 
for employees of one of the country's 


had 


mind 


such time was when he 


program in 


largest steel companies. He telephoned 
the production chief and set up an 
interview for the following Thursday 
morning. 

When he arrived at the 


he was ushered into the production 


company 


Buy Fox RiVer 


chief's office. To his surprise, 
around the conference table with pen 
cils and 


After formalities, Schmidt plunged in 


to his sales talk on how important it 1s 


to make each employee feel like an in 


dividual in a large corporation, etc. A 


later, with all listening 
intentively, Schmidt 
talk. But there 


questions, and none ot them had writ 


half hour 
concluded 


was no response, no 


ten anything on their pads. 
Then the production chiet stepped 
a gentle grin on his 


forward with 


FROM THESE DISTRIBUTORS 
ss Sec aah 5s 


ALABAMA 
Montgomery — S. P. Richards Paper Co. 
ARIZONA 
Phoenix — Butler Paper Co. 
Tucson — Butler Poper Co. 
CALIFORNIA 
El Centro — W. A. Scheniman Paper Co. 
Emeryville — Pacific Coast Paper Co 
Fresno — Sierra Paper Co. 
Long Beach — Sierra Poper Co 
Los Angeles — American Paper Co., Columbia 
Paper Co., La Salle Paper Co., Sierra Paper Co 
Secramento — Pacific Coast Paper Co 
Son Francisco — Pacific Coast Paper Co., 
Seaboard Paper Co. 
COLORADO 
Colorado Springs — Butler Paper Co. 
Denver — Butier Poper Co. 
Pueblo — Butler Paper Co. 
CONNECTICUT 
Bridgeport — Equity Paper Co 
Hartford — Geo. W. Millar & Co., Inc. 
Madison — Geo. W. Millar & Co., Inc 
New Hoven — The Arnold-Roberts Co. 
OISTRICT OF COLUMBIA 
Washington — John Floyd Paper Co. 
GEORGIA 
Atlanta — $. P. Richards Poper Co. 
IDAHO 
Idaho Falls — American Paper & Supply Co. 
Pocatetio — Consumers Pa) er Corp. 
(ILLINOIS 
Chompaign — Crescent Paper Co 
Chicago — Berminghom & Prosser Co., J. W. Butler 
Paper Co., La Solle Paper Co., Murnane Paper Co., 
Whitoker Paper Co 
Peoria — Butler Paper Co 
Rock Island — C. J. Duffey Paper Co 
INDIANA 
Evansville — Butler Paper Co 
Fort Wayne — Butler Paper Co 
Indianapolis — Crescent Paper Co 
Terre Hovte — Mid-States Paper Co. 
IOWA 
Cedar Rapids — Butler Paper Co. 
Des Moines — Berminghom & Prosser Co. 
KANSAS 
Witchite — Butler Paper Co., 
KENTUCKY 
Lovisville — Superior Paper Inc. 
LOUISIANA 
New Orleans — Butler Paper Co. 
MAINE 
Augusta — The Arnold-Roberts Co. 
MARYLAND 
Baltimore — The Mudge Paper Co. 
MASSACHUSETTS 
Boston — The Arnold-Roberts Co. 
Holyoke — Judd Paper Co. 
Worcester — Geo. W. Miller & Co., Inc. 
MICHIGAN 
Detroit — Butler Paper Co., The Whitaker Paper Co. 
Flint — Beecher Peck & Lewis 
Grand Rapids — Central Michigan Paper Co. 
MINNESOTA 
Minneapolis — Butler Paper Co., C. J. Duffey 
Paper Co, The Paper Supply Co. 
St. Pav! — C. J. Duffey Paper Ce. 


Southwest Paper Co. 
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MISSISSIPPI 
Jackson — Centra! Paper Co 
missouri 
Konsas City — Bermingham & Prosser Co., Butler 
Paper Co., Weber Paper Co 
St. Lovis — Bermingham & Prosser Co., Butler 
Paper Co 
Springfield — Butler Paper Co 
MONTANA 
Billings — Yellowstone Paper Co. 
NEBRASKA 
Lincoln — Schwarz Paper Co. 
NEW JERSEY 
Jersey City — Gotham Cord & Paper Co., inc. 
Nework — Newark Envelope Co 
NEW MEXICO 
Albuquerque — Butler Paper Co 
NEW YORK 
New York City — Geo. W. Miller & Co., Inc., The 
Poper Center Inc., Saxon Paper Corp. 
Rochester — Hubbs Paper Co 
NORTH CAROLINA 
Charlotte — Charlotte Paper Co. 
NORTH DAKOTA 
Fargo — Fargo Paper Co 
Minot — Fargo Paper Co. 
OHIO 
Cincinnat; — General Paper Corp 
Cieveland — Chas. A. Koons & Co 
Columbus — Cincinnati Cordage & Paper Co. 
Doyton — Hull! Paper Co 
Toledo — The Cannor. Paper Co. 
OKLAHOMA 
Oklahoma City — Oklahoma Paper Co 
Tulsa — Beene Paper Co 
OREGON 
Portlond — Fraser Paper Co., West Coast Poper Co 
PENNSYLVANIA 
Philadelphia — A. Hartung & Co., 
Smythe Co 
Pittsburgh — Brubaker Paper Co. 
York — The Mudge Paper Co 
RHODE ISLAND 
Providence — The Arnold-Roberts Co. 
TENNESSEE 
Chattanooga — Bond-Sanders Paper Co. 
Knoxville — Southern Paper Co 
Memphis — Western Newspaper Union 
Nashville — Bond-Sanders Paper Co 
TEXAS 
Abilene — Southwestern Paper Co. 
Dallas — E. C. Palmer & Co., Ltd., Southwestern 
Paper Co 
Fort Worth — Southwestern Poper Co 
Houston — Southwestern Paper Co 
UTAH 
Salt Lake City — American Paper & Supply Co. 
WASHINGTON 
Seattie — West Coast Paper Co 
Spokane — Independent Paper Co. 
Tacoma — Allied Paper Co. 
Walia Walla — Snyder-Crecelius Paper Co. 
Yakima — General Paper Co. 
WISCONSIN 
Appleton — Woelz Bros 
Milwovkee — Nockie Paper Co., 
EXPORT AGENTS + NEW YORK 
New York City — Butier-American Paper Co., 
Elof Hansion, Inc. 


The J. L. N. 


Standard Paper Co. 








there 
were half a dozen young men sitting 


pads ready to takes notes. 


his 


face, and said apologetically, “I was 
expecting an engineer who specializes 


bottleneck we are 


in a 
having, and I thought you were him 


production 


when you came in.’ 


The situation was embarrassing for 
Schmidt, whose last 
let chocolate hold up steel production, 
but his aggressiveness wasn’t in vain. 


intention was to 


Four months later the steel company 


ordered a large amount tor a safety 


program. They are now a year round 


World’s Finest customer. 


Latest innovation in Schmidt promo 
tion is a delicious plan to boost movie 
attendance. He suggested that movie 
executives use chocolate bars with ac 
tual scenes from epics on the wrapper 
for picture MG-M pro 
duction head Dore Schary thought it 
was a wonderful idea. Wheels began 
to turn in M-G-M’s New York ex 
ploitation office. The result that 
Henry Austin of that department 
came through with a sizable order to 
add a sweet touch to the plugging of 
M-G-M’s Clark Gable 
love story “Never Let Me Go” 
last month. M-G-M is now repeating 
the “confection-copy” their 
upcoming “Dream Wife”... a Cary 
Grant romantic opus which is another 


promotion. 


was 


Gene Tiernev 
released 


idea_ for 


“natural” for chocolate coverage. 
Schmidt that thou 
sand theatres will soon be using per 
sonalized bars with promotional wrap 
pers... including a proposed “3-D” 
wrapper which is now in the works. 


estimates twenty 


Herman Schmidt, the chocolate sol 
dier, has made quite a career for him 
self with direct mail 
that position wanted ad. His future 
endeavors will no doubt be 
and better than the fabulous sales rec 
ord he’s piled up within the last nine 


since he placed 


bigger 


teen months. 


He attributes most of his 
to the advice he received from Mr. 
Opler that hot July “There's 
nothing like an employer who gives 
a sales manager full cooperation,” he 
says. “You can sell things if you have 
that.” 


The 
ends. But because of direct mail ideas 
created by the 
he can at least say he’s got a better 
Army. To prove it, he can show his 
list of thousands of customers—lead 
ers in every field. 


And the chocolate soldier is most 
proud of the sale he made to General 
A. F. Lorenzen who presented the 
bar to President Eisenhower, truly 
the “world’s finest” soldier. 


success 


day. 


war of sales resistance never 


young sales manager, 
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WATERMARKED BY 


oX River 


Four Classes of Fine Papers to Serve 


You in Many Ways 


Plan for extra sales and count cotton-fiber 
paper, by Fox River, into the picture! 


It’s the versatile paper . . . look at all its 
applications! 
It commands attention . . . crackles like new 


money. 


It lends itself to fresh ideas in printing .. . 
try, sometime, a french-fold circular on light, 
colorful, strong Fox River Onion Skin! 


When there must be permanence such as 
with legal documents and other valuable rec- 
ords there is no substitute for cotton fiber! 


Plan for extra sales! Fox River paper gives 
extra “sell” to what you sell. On re-runs or 
new jobs, ask your printer to sample and 
quote you on Fox River . . . the extra cost, 
if any. is trifling in relation to the results you 
seek and the total price of the job. 


Fox River 
SatinTone 


The Premium Sulphite 
.+. in Letter, 
Vellum, and Bristol 


The influence of workers, machines, and skills ac- 
customed to the careful pace of making cotton-fiber 
papers is now available in a modestly priced sulphite 
— Fox River SatinTone. Compare with what you are 
now using. 


Translucent master-sheets for 
direct-copy office machines. 
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How To Get 


Part Three of: 
the Beginners 
Section - 


The Right Start 
In Direct Advertising 


By Harrie A. Bell 


(Continued from February, 1953) 


Section V: 


Why Will People 
Be Interested ? 


Now that you have learned all you 
can about the product, the people who 
are your prospects, and all the other 
conditions which may play a part in 
making or breaking your effort to 
arouse interest and start your reader 
on the first step toward becoming a 
purchaser, you still have another high 
ly important point to determine. 


What motive 


type of people who are on your lists) 


prompts peopl (that 


to desire this product? 

Take a concrete example. You have 
an adding and calculating machine to 
direct advertising 


introduce through 





REPRINTS AVAILABLE... 


Reporter's Note: Temporarily halted due to 
the large amount of editorial material we 
had to include in the March and April is- 
sues, we are resuming serial publication of 
Harrie Bell's outline of a course for begin- 
ners in direct mail. For those who might 
have missed the first four sections in the 
January and February Reporter . . . we're 
offering reprints of them in galey form 
free of charge. Write us, and we'll send 
you a set without cost. Back in 1945 we 
published Harrie’s book “How To Get The 
Right Start In Direct Advertising” which is 
now out of print. But the response to the 
recent installments of his down-to-earth fun- 
damentals has been so great that we are 
planning to publish the complete outline in 
booklet form later on in the year. 





to a list of firms which have not been 
approached before. It has been in suc 
cessful use for some time in other of 
fices. Your machine cuts down con 


HOW SEAL-O-MATIC CUT COSTS $352,000 


81% MAN HOURS SAVED 


One of biggest mailings ever 
undertaken. 63,000,000 24- 
page booklets, 84, ’’x11’’.* 


Actual cost savings were report- 
ed in excess of $352,000.00. Tra- 
ditionally an envelope mailing 
it would have taken more than 
125,000 man-hours just to 
process for mailing. 


Ten SOM’s, working two shifts, 
finished the job in 60 days 

an actual saving of 81‘: in total 
man hours!! 


This phenomenal performance 
by SOM gave still another sav- 
ing — in time and shipping costs 
Formerly shipped out to various 
district offices for a decentralized 
mailing, several thousand clerical 
workers were forced to interrupt 
their regular office duties to 


rnove these mailings with the 
minimum loss of time. 


Having the entire job completed 
so rapidly made it possible for 
135 men to complete the job 
easily and rapidly at one cen- 
tralized office. In terms of effi- 
ciency and time gained at these 
district offices, the effect of SOM 
on this job was astronomical. 


*Name of mailer in our files 


SEAL-O-MATIC 
Machine Mfg. Co., Inc. 
401-G Chestnut Street, 

So. Hackensack, N. J. 


Automatic Sealing Service, Inc 
115 Christopher Street 


New York 14, N. Y 


exclusive operators of SOM in N. Y. area 





siderably the time of the office people 
in making many customary calcula 
tions. You want to receive reply cards, 
as a result of your mailings, permitting 
the manufacturer's salesman to call 
and demonstrate your machine. 

To what motives—from those listed 
here—will you appeal, to induce your 
prospects to “send for further infor 
mation,” including privilege to call 
and demonstrate? 

Enjoyment Hobby 
Profit Health 
Pride Education 
Fad Pleasure 
Style Love 
Economy Greed 
Vanity Romance 
Comfort Adventure 
Avarice Fear 
Foresight 
Cupidity 
Selfishness 


Leisure 
Utility 
Reverence 
Wouldn't it be reasonable to suspect 
that profit, economy and utility might 
be the motives which would prompt 
request for further information? 
Suppose to that same list of people 
tor use in those same othces—you 
were endeavoring to sell some giant 
electric fans for summer cooling pur 
poses. 
Would the same motives apply? Or 
select enjoyment, 
example, with 


would you rather 
health, comfort, for 
possibly economy and utility as prob 
ables? 

To those same people, if you were 


Want t kn 
ing t 
Want to show your clients a real 
step-up in DM production 
Write today for details 
¢ . on how SOM gwes 
’ you faster econ 


my in ha nd 


maiiers 








trying to introduce a business-analysis 
reporting service, the probable motives 
would include profit, education, util 
ity and foresight. 

If you were trying to interest those 
identical world 
your motives might shift a bit further. 
They could include enjoyment, health, 


people in a cruise, 


education and comfort, as in some of 
but pleasure, 


(with a 


the former examples; 
leisure, romance, adventure 
touch of pride and selfishness) could 
be added. 

So you see different products are 
purchased through different motives 
even by the same group of buyers. It 
is important that you determine, as 
nearly as you can, exactly what mo 
are likely to apply in your par 
ticular case. 

From the 
pear that it is well to canvass your 
mind pretty thoroughly on the mo 
tives which prompt people to buy. But 
don’t be satisfied to let it rest there. 
If at all possible to interview people 
who have bought this article, you may 


be surprised to learn that other mo 


tives 


foregoing, it would ap 


tives than you suspected are the real 
ones that actually make the sale. 
Elmer Wheeler has written a book, 
“Tested Sentences That Sell,” which 
treats extensively on_ this important 
fact—that buying motives are not al 
ways what they seem. One instance 
alone is all we have space to include. 
Mr. Wheeler cites the case of men’s 
shirts. Analysis of the motives which 
prompted the women to buy these 
shirts for their men folk naturally in 
cluded style, comfort and economy as 
important. Sut actual personal obser 
vation of women as they purchased 
developed the one sales feature which 
really clicked, and clinched the sales. 
It was neither style, comfort nor 
economy. 
come 


“buttons that can’t 


“buttons that are an 


It was 
loose,” 
chored on!” 

What was the motive? Was it leis 
ure (no more sewing on of buttons) ? 
Or some may interpret it as selfishness 
(no bother for me), or laziness (no 
more work than necessary.) Whatever 
the name of the motive, the reason 
for buying was clearly proved—and 
that was the sales talk that did make 
sales. 

So that brings out another point. In 
books on advertising you will find 
various listings of motives. No two 
listings are identical. Some listed mo 
tives, like pleasure and comfort, seem 
identical for certain problems, though 
under the other circumstan 
ces. Self-esteem and selfishness are 
closely related. So are romance and 
adventure, fad and hobby, pride and 


different 
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vanity. But there are shades of differ 
ence which you will definitely recog 
nize—tor the purpose in hand—when 
you have learned what to look for, 
and why. 

My solution of this problem is not 
to worry too seriously about the names 
of motives. Search for the true impulse 
which prompts interest in your pro 
duct. If you learn what that impulse 
is, what you name it is unimportant. 

The sixth lesson to learn, therefore, 
is, that you must determine the exact 
reasons which induce people to want 
your product—to be willing to trade 
their good money for what you have 


to sell. (Continued next month) 


Next time you receive a box of bond 
envelopes lift the lid and look for 
the GRIP-QUIK insert. You'll find 
it in every box of bond envelopes 
manufactured by United States En- 
velope Company — 84 brands in all! 


What is GRIP-QUIK? 

GRIP-QUIK is a special U.S.E. 
laboratory-developed seal flap gum 
that really seals bond envelopes. 
You don’t have to take our word for 


UNITED STATES 





A PROBLEM 


A Reporter reader would like some help 
on the problem: “What are the best methods 
of keeping salesmen informed about their 
company’s advertising program? Should 
bulletins, reprints, etc. be sent to salesman’s 
office or home address? 

“Where individual salesmen handle only 
part of a company’s line... how can they 
be trained or induced to watch for RELAT- 
ED SALES OPPORTUNITIES and send “tips” 
back to the home office?” 

In other words... what experiences have 
Reporter readers had in making salesmen 
part of a continuing advertising program? 

We'll make a full report if we can get 
the facts. 





it — try it yourself. The insert tells 
you how to prove in one minute 
that there’s no sealing problem with 
GRIP-QUIK. 


Just look under the lid. Make the 
test. Then you'll know why GRIP- 
QUIK gummed envelopes are the 
quickest-sealing, surest-sealing 
bond envelopes you can buy. e-1a2 


ENVELOPE COMPANY 


SPRINGFIELD 2, MASSACHUSETTS 


14 Divisions 


from Coast 


to Coast 





Tillotson 


Personalities In The News 


After his recent appointment to the 
10-man Citizen’s Advisory Council to 
assist in an over-all study of the Post 
Office, Joun Tittotson, Sr. (Modern 
Handcraft), Director of the Associa 
tion of Third Class Mail Users, has 
been given an added duty. He has 
been named Chairman of a sub-Coun 
cil which will recommend an outline 





for the Citizen's Council to follow in 
their study. Pictured above at the new 
council's first meeting in Washington 
last month are (left to right, Haggy L 
Macinnis, Executive Manager, As 
sociated Third Class Mail Users; Joun 
Tittotson, Sr.; Postmaster General 
Artuur SUMMERFIELD and Senator 
Frank Carlson (R., Kan.), Chairman 
of the Senate Post Office Committee. 
The Citizens’ Advisory Council was 
created as a result of Carlson's Senate 





Resolution 49. 

Grorce Busake. Secretary of the 
\rizona State Fair Commission, re 
ceived the Phoenix Advertising Club 
Award for the most outstanding pro 
motional campaign in Arizona during 
1952. Erans Mancterspore, Advertis 
ing Director of Advance Seed Com 
pany, Phoenix, copped both direct 


mail and specialties top honors. Duck 


Blake 


Advertising Counselors of 
Arizona, and Frank were co-chairman 
of the Awards Competition. Howarp 
Wittoucuspy, Vice-President of Sun 
set Magazine made the award presen 
tations at a special banquet in Phoenix. 
All are pictured below during the cere- 


GOEBEL 


monies. 

... Lou Kanrorg celebrates his 20th 
year with the Milton Paper Company 
by becoming a Vice President. An 
nouncement was made by company 
President L Miron. with a personal 
tribute to Lou’s accomplishments... 
Sorry to hear (belatedly) of the death 
of an old friend, Eranx Bearry, who 
for 26 years was General Manager of 
the Graphic Arts Association of Illi 
nois. Frank’s shoes will be difficult to 
hill... Leste Davis of The Wall Street 
Journal was April 2nd speaker at New 
York’s Mail Advertising Club. Spoke 
on the subject of testing.... Exanx 
Frazer, former Executive Director of 
DMAA, doing® nicely in his new posi 
tion at Speciatized Business Services, 
121 East 31st Street, N.Y.C. Frank spe 
creative promotion cam 
paigns... . Ourver Roskam, President 
of O. H. Roskam Advertising an 
nounces an expansion move for his 


cializes in 





Mangelsdorf 


Summerfield 


Goebel 


2; 
/ 


A 


Carlson 


company. The mail order ad special 
ists shift from 6 West 10th Street to 
modern, new offices at 1430 Grand 
Avenue in Kansas City, Mo.... Direct 
mail judges for Lithographers Nation 
al Association Third Awards Compe 
tition include: Orvit, Davis, designer; 
RicHarp Pennoorr, Donahue Sales 





Corp.; W. Stuart Powers, Time, Inc.; 





Heren Staunton, Lederle Laborato 


ries Div.; Roy W. Tittotson, Union 








Carbide & Carbon Corp. and Gerorat 


Wetcu 


a 
Winning entries of the litho contest 


General Electric Company. 


go on display May 18 at 115 East 
40th Street, New York. 
Crarence G. Lutuer has been as 





signed responsibilities for all advertis 
ing and sales promotion for Printing 
Developments, Inc. (Time, Inc. sub 
sidiary). His job will include promo 
tion of the new Springdale Lithure 
Offset process . . . Hurrah! The new 
Public United States 
is well equipped for the job. He is 


Printer of 


Ray Biatrenspercer who up until 





April 28th was Senior Vice President 
of Epwarp Stern and Company of 
Philadelphia. Ray 
Joun J. Deviny who succeeded Gus 


Gurcencack, This makes three quali 


hed experts in a row to handle the 


succeeds retiring 


biggest printing management job in 
the world. 


Willoughby 





PONTON'SS 


“The House of Direct Mail 


Write for FREE Catalog 


W. 5S. PONTON, Inc., 


and streamlined for 


50 East 42nd St.. New York 


What You Should 
Know About Christmas 


Next time you are around Orlando, 
Florida . take Highway 50 toward 
the East Coast. Twenty two miles 
from Orlando drive slowly or 
you'll miss Christmas. Stop there and 
visit, as did this reporter recently. 

Christmas is a small unincorporated 
community of hundred 
and fifty people. The business center 
combination filling 
grocery three 
a lunch stand, a 
retired Detroit 
and the Post 


about two 


consists of two 
stations and 
churches, a 
gift shop run by a 
newspaper 
Office. 
We wanted to meet the Postmaster 
and did. Only it’s a Postmistress... 
Mrs. Juanita S. Tucker. That’s how 
learned more about Christmas. . 


stores, 


school, 


reporter... 


we 


the place from which so many Yule 
time messages are mailed. 

Christmas got its name in 1835 when 
the white settlers were having trouble 
with the Seminoles. A log fort was 
built and occupied by U. S. soldiers 
on Christmas Day. For want of a bet 


fast, 
cient service, — at lower costs to you 
Direct Mail Campaign too large -- 


MAILING DEPARTMENT is completely mechanized 


accurate and effi- 
No 
or too small. 


17, N.Y — Phone MUrray Hill 


ter name... it was labelled Fort 
Christmas. When a Post Office was 
established there in 1892, the Post Ot 
fice dropped the “Fort” to avoid con 
fusion with other Fort named towns. 


It became just Christmas, Florida. 
Postmistress Juanita Tucker is a rather 
remarkable person. Life or Look would 
find good material there for a_ pic 


ture story. 


Mrs. Tucker wrote a little bookle: 
about Christmas which she sells in 
her gift shop adjoining Post Office. It’s 
titled “Christmas Every Day.” Worth 
reading. It tells about the avalanche 
of mail which Christmas 
time to be cancelled with the Christ 
mas postmark and the little green 
Christmas tree cachet which goes be 
side the postmark. More mail is hand 
led in one day in December than in 
all the rest of the months put to 
gether. 


arrives at 


We like the closing paragraphs of 
Mrs. Tucker’s booklet: 


Check Our New Realistic Rates... 


3-line TYPEWRITER ADDRESSING . Now only $6.50/M 
4 lines only $1 additional per M 


Expert HAND ADDRESSING . . . . Now only $7.50/M 
GUMMED LABEL Addressing for low-cost follow-up mailings. 


Only $2.25/RKi\ quadruplicate 
We supply labels. . . { Only $2.50/M triplicate 


LABEL PASTING on Envelopes, Self-Mailers, 
Broadsides up to 6x 9” Only $1.50/M 


Other Mailing Operations (Folding, Inserting, etc.) 
Only 50¢/M motions 


These are our COMPLETE charges! There are NO 
hidden extras! We offer a complete, money-saving 
service on all your mailing requirements, but you 
are never obliged to give us any specified number 
of operations to enjoy these amazingly low prices. 

An experienced corps of 200 enables us to han- 
die jobs of ANY SIZE—and to meet your deadlines 
with reliable, speedy service. Take a tip from the 
many profit-wise users of direct mail who have 
slashed their costs with DE GROODT! Save this ad 
for future use... or, better still, phone or write 
TODAY! 


Backed by 7 Years of SERVICE 


Out-of-town inquiries: answered immediat 
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For the 


ILING LISTS 


Over 250 of the country’s leading 
Bankers, Insurance Com 
Manufacturers and Col 
profitable action 


Publishers 
panies 
leges get quick 

from Dunhill Lists. 


Ask our 


information on 


Research Department for 
Special Lists for 
Fund Raising, Public Relations, Mar 
ket Research and Special Projects 


1500 Different Categories 
National International 


Over 
Local 
Mailing List Catalog Free on 


Request. Write for a Copy on 
Your Letterhead 


DUNHILL 


INTERNATIONAL LIST CO., Inc. 
565 Fifth Ave 
New York 17 © Ploza 3-0833 
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ADD BUSINESS CARDS 
TO YOUR SELLING LIST 


NOW 





IS YOUR ADVERTISING 


GETTING 
Noneedto = RESULTS ? 
guess, or “gamble 


with your appropriation 

This 4A agency has specialized in 
getting measurable results for 
advertisers for more than 31 years. 
Write or phone for free folder, 
“THE TECHNIQUE OF GETTING 
RESULTS."’ The BUCKLEY 
ORGANIZATION, 2108 Lincoln- 
Liberty Bldg., Philadelphia 7, Pa. 
Phone: Rittenhouse 6-0180. 


























Direct Selling 


MAIL ORDER 


ADVERTISERS 


Send $1 for rate guide listing news- 
papers, magazines suitable for direct 
selling mail order advertising. Let us 
help you plan, prepare, place your ads 
advantageously. Many successes. Pull- 
ing ideas, copy, art. Publishers’ rates 


MARTIN Advertising AGENCY 


Creators of Result-Getting Ad Campaigns—30th Yr 
15 E. 40th St., Dept. 15, New York LE 2-475! 


Order popular low-cost thermographed business cards directly from a FREE 


SAMPLE SELLING KIT 


trations of free cuts. Mail this coupon 


in on business card profits 
48 Hr. Service 
$2.50 per m 


1 COLOR 
2 COLORS * "his ss 


MAIL TODAY 


cashing 


Make selections from actual card samples and illus 


today for this free kit and start 


CHECK THESE ADVANTAGES 
®@ Mailed postpaid in U.S.A. 
® 25 different type styles 

@ Choice of 5 different stocks 
@ 7 lines of composition 

®@ Free use of 500 cuts | 


BUSINESS CARP INC., Dept. K.1 


1717 Sheridan Rd., North Chicago, 


NAME 
ADDRESS 


UP TO 50,000 IMPRESSIONS DAILY 


A Combination 3 in One 


ENVELOPE, SMALL JOB 
and IMPRINTING PRESS 


6500 per hour with quality and register. 
Flat bed and cylinder construction. Con- 
tinuous feed and extension delivery. 
ENVELOPE PRINTING 
Coin, pay, drug, commercial, etc 


IMPRINTING 
literature, labels, 
cartons, etc. 
JOB PRINTING 
27 business cerd to 
size. 


Particulars sent on request 


Advertising catalogs, 


From No letter. 





Ihinois 


NER & CO., INC. 


TREET 


* NEW YORK 7, N.Y 


Christmas is not nl 1 place 1 1 
spirit. If ou have the happ open heart 


of a child, which sees beauty and adventure 


in all things, you may capture its magi 
spell 
Ar ¢ hristmas the nations of the earth meet 
love for God ind mat 
warm-hearted kind peo 
visit Christmas The 
States and 


wer the United 


runtric Evervday it is Christ 
because of their love and 
friend 

the 


Friend remember 


Youngster tan collectors, 
happy and sad, the rich and poo se at 
greetings Re 


to 


heme and those abroad receive 


lief parce go to German to Gree 
Ital nd t ther yuintries. The need 
} 


home are remembered and the cripples 


shut-in I 


Christma is recaptured wit! ill 


1 tleeting noment the 


} 


jov and expectanc und the heart 


f i 
und young agai 


This 1 


" ' 
Village tvpica 


Christmas. mople little « ntry 
( HRISTM 4s 

1 land of quiet and pea plac of kind- 
ness and friendship, wh oO ma have 
da the gladness of hristmas which 
1s he pe, the spirit of 
heart of Christmas which 1 


EVERY DAY 
Tucker, we 
this. She 
it herself, but we 


Christmas which 1s 


peace, and the 


CHRISTMAS 
And Mrs. 
believes in all 
talk about 
from others that on her 
off... she visits hospitals and _ pri 

worthy under her 


takes 
tries to bring Christmas into dull 


discove red 
lives it. She 
wont 
learned days 


sons, cases 
wing; 
or disrupted lives. She 
“Christmas every day. 
There’s only one fly-in-the-ointment 
in Christmas. Last year, the tiny 
Post Office during De 
cember around a 
Christmas messages... but the 
received very little 
The salary of Postmasters 


practices 


there 
little handled 
third of a million 
Post 
mistress credit (or 
salary) for it. 
is fixed by law 
tirely on the amount of 
tually collected 
stamps. Many 
this rule. So out of the 
letters shipped to Christmas for can 
cellaticn, very few carried postage 
stamps bought in Christmas. Mrs 
Tucker can't even employ extra help 
sold the stamps) .. 
most of the work her 


and is regulated en 
money ac 
from sale of postage 
people do not know 
thousands of 


(allowable if she 
has to do 
self. 

So... we are making this report to 
Reporter readers for a purpose. Pass 
the word around among your friends 

.to be more thoughtful 
the Christmas Post Office. If 
your Christmas messages mailed from 
Christmas buy your stamps ahead 
of time from Mrs. Tucker. 

It’s very simple. You know how 
many pieces you intend to mail. Send 
number 
mailed to you 


about using 
you want 


order for necessary 
They will be 
When your Christmas mes 
(addressed and 


a money 
of stamps. 
promptly. 
sages are prepared 
stamped) ship by parcel post to Post 
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master, Christmas, Florida. Allow 
plenty of time so that they can be 
cancelled on date you specify. In that 
way the Christmas Post Office will 
get credit for the volume; there will 
be more help and more compensation 
for a deserving lady who believes in 
Christmas every day. 


ANOTHER LONG 
FIGHT ENDED 


On April 14th, 1953, Governor 
Dewey signed New York State Law 
No. 469 which amends the State Labor 
Law in relation to the powers of the 
Industrial Commissioner to regulate 
homework. 

It removes from. the 
“clerical work done 


Commission 
er’s jurisdiction... 
in the home.” 

In defining clerical work, the law 
reads that it shall include typing, 
stenciling, transcribing, copying, book 
keeping and stenographic work. So... 
that spells the end of the long fight 
to upset the ridiculous “Order Num 
ber Five” which landed like a bomb 
shell in direct mail circles back in 
July, 1950. 

“Order Number Five” attempted to 
regulate how, when and how much 
addressing could be done in the home. 

The August, 1950, Reporter lashed 
out at the Order... as being undemo 
cratic, irresponsible, arbitrary and un 
workable. We printed word for word 
all the silly rules which would even 
tually wipe out the ability of women 
to earn extra money at home by typ 
ing addresses. We showed that the 
Order was inspired by a_ red-tinted 
union which had a strangle-hold on 
part of the lettershop industry in New 
York.: They couldn’t control home 
workers ... so wanted to destroy them. 

We urged the small shops (most 
harmed by the Order) to organize 
and fight. 

This was done. Money 
toemploy legal council. Petitions were 
filed with the New York Labor Board 
of Standards and Appeals. 

Hearings were started way back 
on February 15, 1951. The hearings 
became a bedlam because attorneys for 
the union and attorneys for some union 
employers intervened to fight against 
the appeals. There were many bitter 
sessions lasting until September 10, 
1951. Hundreds upon hundreds of 
pages of testimony had to be tran- 
scribed. One lawyer, by delaying tac 
tics, took about eight months to file 
final briefs. 

The Board delayed its 
Needed more time to study. 

In the meantime, Assemblyman Wil 


was raised 


decision . 


MAY, 1953 
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CLASSIFIED ADVERTISING | 





Rates: $1.00 per line—minimum space 3 lines. Help and Situation Wanted Ads—50c per 
line—minimum space 4 lines. Write The Reporter, 224 Seventh St., Garden City, N. Y. 





ADDRESSING 
OUR LISTS ARE FREE 


Retailers - wholesalers - manufacturers 
Banks - churches 
We charge only for addressing 

SPEED - ADDRESS KRAUS CO 

48-01 42nd Street 
Long Island City 4, N. Y. 


institutions 





ADDRESSOGRAPH PLATES 


Speedaumat plates embossed, three 
line, on genuine Addressograph Alloy 
$32.50 per thousand complete. Write 
for quantity discount. 

Advertisers Addressing System 
703 North 16th St St. Louis 3, Mo 





ADVERTISING AGENCIES 


Direct selling mail order advertisers 
Send $1 for rate guide listing newspa 
pers, magazines suitable for direct sell 
ing mail order advertising. Martin Ad 
vertising Agency, 15 E. 40 St., Dept 
33, New York. 





DO YOU MAIL TO SHORT LISTS? 





You can afford better styling, better 
copy even on small-scale direct mail 
efforts when you get big-league help 
from Ad Scribe, North Canton, Ohio. 
Write for work-by-mail Folio 83 





FOR SALE 


Auto-typist, 100 button selector type 
New, never used. IBM justifier type 
writer connected for out-of-this-world 
efficiency. Craft - Cards, Duquesne, 
Pennsy!vania. { 





HELP WANTED 


WANTED: Production Supervisor 


Lettershop in mid-west city of 105,000 
has opening for qualified supervisor 
Multiliths, 3 addressographs, 3 multi 
graphs, postage meter, DSJ Varityper 
and all miscelaneous equipmnet. Four 
teen employees. Applicant must have 
good record of past performance. We 
are not a price shop. No competition 
worth mentioning. Write details in first 
letter to Box 14, c/o The Reporter of 
Direct Mail Advertising, Garden City, 
New York. 


FRENCH FASHIONS PUBLICATIONS 
of EXCEPTIONAL QUALITY desire a 
Circulation Manager to take complete 
charge of all phases of distribution 
Must bear all expenses himself in re 
turn for 80% share of profit. Box 12, 
The Reporter, Garden City, New York 


Young man to spark setup of central 
direct-mail operation, including me- 
chanics fo distribution as well as mail 
ing-list work. Good opportunity for 
experienc ed direct-mail distribution 
man. Opportunity to grow with a re 
spected, well-known industrial manu- 
facturer with multiple sales divisions 
Write giving details of experience, sal- 
ary desired. Replies held confidential. 
Box I1, The Reporter, Garden City, 
New York 


Man (30 to 40) to handle details in 
Chamber of Commerce sales depart- 
ment. Must have experience devising 
mail campaigns on limited basis. Un 
usual opportunity. Send resume of past 
experience and salary. Address Box 13, 
The Reporter, Garden City, N. Y 





LISTS 
CHOICE LIST FOR RENT 


24,000 metalworking manufacturing 
plants working on Gov't. contracts. 
Montgomery Eng. 8500 12 St. De- 
troit 6, Mich 


10,000 AGRICULTURAL LEADERS 
Complete list of Agriculture Teachers 
in 48 states only $5.00. NATIONAL 
PUBLISHING CO., Auburn, Alabama. 





Lithographed Stock Designs 





Now available — Lithographed Full 
Color Letterheads, Enveloples, State 
ments, and Business Cards for over 
100 different kinds of businesses. Big 
profits on this line. Write ADPRINT 
CORP., 836 Montgomery Street, San 


Francisco, Calif. 





MAILING MACHINES 


ELLIOTT ADDRESSING MACHINE 
Cabinets for 100 & 200 trays 
Addressograph machines most models 
Cabs, trays. Get our prices before 

buying. 
SAVER & WALLINGFORD 
143 W. Bway, N.Y.13, N.Y. WO 4-0520 





OFFSET CUTOUTS 


headings, _ illustrations, 
cartoons, symbols, borders, panels, 
holiday art, type fonts, decoration, 
for offset reproduction. Most complete 
service in U. S. Free descriptive book- 
let. A. A. ARCHBOLD, Publisher, 
1209-K S. Lake St., Los Angeles 6, 
Calif. 


Promotional 





WANTED 
Wanted — Elliott Address Cabinets. 


Please state condition, size and price. 
Alpha-Staunch, 1428 IIth Ave., Se- 
attle, Washington. 











DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 


— = SS = 








ADDRESSING 
Service 460 No. Main St., Freeport, N.Y 
17 East 48 St., New York 10, N.Y 
417 Cleveland Ave., Plainfield, NJ 


ADDRESSING MACHINES 
147 West Broadway, New York 13, N.Y 
ADDRESSING — TRADE 
Shapins Typing Service .68-11 Roosevelt Ave., Woodside, N.Y 
Star Typing Service 45-21 162nd St Flushing New York 
Victor 130 Flatbush Ave., Brookiyn 17, N.Y 
ADVERTISING AGENCIES 
The Buckley Organization Lincoln-Liberty Building, Philadelphia 7, Pa 
institute of Sales Promotion....131 Lafayette Street, New York 13, N.Y 
The Jay H. Maish Company On Gospel Hill, Marion, Ohio 
Martin Ad Agency (Direct Mail Order 15 PA. E. 40, New York 16, N.Y 
Roskam Advertising (Mai! Order 1430 Grand, Kansas City 6, Mo 
ADVERTISING ART 
Ben Kerns P. ©. Box 812, Greenville, S. C 
Raymond Lufkin 116 West Clinton Ave., Tenafly, NJ 
Roskam Advertising (Mail Order 1430 Grand, Kansas City 6, Mo 
Trapkus Art Studio 349 Tenth St., Moline, Illinois 
epee TYPEWRITERS 
125 Allen St., Hendersonville, No. Car 
AUTOMATIC TYPEWRITING 
Ambassador Letter Service Co ...1] Stone St., New York 4, N.Y 
Arrow Letters Corp 307 West 38th St New York 
M. E. Gitsham 140 East 45th St., New York ‘ 
W. J. Reynolds & Company 109 North Dearborn St., Chicago 2, Illinois 
BINDING 
148 Lafayette Street, New York 13, N.Y 


BOOKS 
The Art & Technique of Photo Engraving, Horan Engraving Co., N.Y. 1, N.Y 
Art for Reproductior Repro Art Press, 80 Sth Ave., New York 11, N.Y 
BUSINESS CARD SERVICE 
Bel-Thomas Printir Cc 223 Irving Avenue, Brooklyn 37, N. Y 
1717 Sheridan Rd., North Chicago, | Illinois 
270 R Lafayette Street, New York 12, N.Y 
CARTOON ADVERTISING 
srtoon Studio Box 134, Wyncote, Pa 
CATALOG PLANNING 
58 Park Avenue, New York 16, N 
150 West 34th St.. New York 1, N. Y 


COPYWRITERS (Free Lance) 
leo P. Bort, Jr ‘ ..64 E. Jackson Bivd., Chicago, 4, Ill. 
Edward W. Osann 175-35 88th Ave., Jamaica 32, N. Y 
Orville E. Reed First National Bank Bidg., Howell, Michigan 
Roskam Advertising (Mail Order) 1430 Grand, Kansas City 6, Mo 
Flavell H. Shurtleff 1120 Wilson Ave Peoria 4, Illinois 
Dick Sutherland—Business Ideas 801-37A Windsor St., Marion, Ohio 
John Yeargain 442 East 20th St.. New York 9, N.Y. 
DIRECT MAIL AGENCIES 
Rowland Brandwein Advertising 143 East 35th St., New York 16, N. Y 
Homer J. Buckley 57 East Jackson Bivd., Chicago 4, Ill. 
Chase and Richardsor In 9 East 45th St New York 17, N.Y 
Dickie-Raymond, Inc 80 Broad Street, Boston 10, Mass 
Direct Mai! Services 175 Luckie Street, N. W., Atlanta 3, Georgia 
Duffy & Associates, Ir 918 North 4th Street, Milwaukee 2, Wisconsin 
Frederick E. Gymer 2123 East 9th St., Cleveland 15, Ohio 
Institute of Sales Promotion 131 Lafayette Street, New York 13, N.Y 
Mailograph Co., Inc 39 Water Street, New York 4, N.Y. 
Proper Press, Inc 129 Lafayette Street, New York 13, N.Y. 
Roskam Advertising (Mail Order) 1430 Grand, Kansas City 6, Mo 
John A. Smith & Staff 11 Beacon St., Boston 8, Mass 
Carl G. Vienot, Inc 134 Summer Sr., Boston 10, Mass 
Phillip J. Wallach Company 220 Fifth Ave., New York 1, N.Y. 


DIRECT MAIL og emerge — DEALERS 
The Adamm Company hird Avenue, New York 10, N. Y 
Mailers’ Equipment Co "2 West 15th St., New York 11, N.Y 


DIRECT MAIL -y ~eeeed — MANUFACTURERS 
All Purpose Metal Equipment C 255 Mill Street, Rochester 14, N.Y 
Davidson Corporation 29 Ryerson St., Brooklyn 5, N. Y 
Felins Tying Machine Co 3351 North 35th St., Milwaukee 15, Wisconsin 
International Business Machine Corporation 590 Madison Ave., N.Y. 22, N.Y 
National Bundle Tyer Co Blissfield, Michigan 
Seal-O-Matic Machine Mfg. Co 401 Chestnut St., South Hackensack, N. J 
Thomas Mechanical Collator Corp 30 Church St.. New York 7, N.Y 


ELLIOTT STENCIL CUTTING 
Clear Cut Duplicating C« 149 Broadway, New York 6, N.Y 
Creative Mailing Service 460 North Main St., Freeport, N.Y. 
Spotts Mailing Corp 2388 University Avenue, St. Paul, Minnesota 
ENVELOPES 
American Envelope Mfg. Corp 26 Howard St., New York 13, N.Y. 
The American Paper Products Co. East Liverpool, Ohio 
Atlanta Envelope Co., 1700 Northside Drive, P.O. Box 1267, Atlanta 1, Georgia 
Boston Envelope Co 397 High St., Dedham, Mass 
Columbia Envelope Co. 2015 N Hawthorne Ave. Melrose Park, I!!., Chicago Sub. 
Samvel Cupples Envelope Co., Inc. 360 Furman St., Brooklyn 2, N.Y. 
Cupples-Hesse Corp 4175 N. Kingshighway Bivd. St. Louis 15, Mo 
Curtis 1000 Incorporated Capitol Ave. & Flower St., Hartford 6, Conn 
Delta Envelope Co 1166 Terminal St.. P. O. Box 2523, Memphis 2, Tenn 
Double Envelope Corporation P. O. Box 658, Roanoke 4, Virginia 
Garden City Envelope Co 3001 North Rockwell St., Chicago 18, Ill. 
General Envelope Company 23 South St., Box 654, Boston 2, Mass 
The Gray Envelope Mfg. Co., Inc 55—33rd St. Brooklyn 32, N.Y 
Heco Envelope Company 4500 Cortland St., Chicago 39, Ill 


reative Maiiing 
. odt and Associetes, ir 
Fair "Mail Service 


Saver & Wallingford 


Robotyper Corn 


Publishers Book Bindery, Inc 


Business Card, inc 
rR. O. H. Ir 


Catalog Planning Co 
Cullen Rapp Studios 


501 Park Ave., Minneapolis 15, Minn. 
72 Clarissa Street, Rochester 14, N.Y 
The Standard Envelope Mfg. Co....1600 East 30th St., Cleveland 14, Ohio 
Tension Envelope Corporation .522 Fifth Avenue, New York 36, N.Y. 
Tension Envelope Corporation, 19th & Campbell Sts., Kansas City 8, Mo 
Tension Envelope Corporation....5001 Southwest Ave., St. Louis 10, Mo 
Tension Envelope Corporation. ...123-129 N. Second, Minneapolis 1, Minn 
Tension Envelope Corporation.....1912 Grand Ave., Des Moines 14, lowa 
Transo Envelope Co .3542 N. Kimball Avenue, Chicago 18, Iilinous 
Transo Envelope Co 22 Monitor St., Jersey City, New Jersey 
United States Envelope Company....... Springfield 2, Mass. 
The Wolf Envelope Company 1749-81 E. 22nd St., Cleveland 1, Ohic 


ENVELOPE SPECIALTIES 
Columbia Envelope Co. 2015 N. Hawthorne Ave. Melrose Park, II!., Chicago,Sub. 
The Connelly Organization, Inc. 1010 Arch St., Philadelphia 7, Pa 
Curtis 1000, Inc. Capitol Avenue and Flower St., Hartford, Conn 
Garden City Envelope Co 3001 North Rockwell St. Chicago 18, Ill. 
Hodes-Daniel Co. Inc. 352 Fourth Avenue, New York 10, N. Y 
Tension Envelope Corporation 19th & Campbell! Sts., Kansas City 8, Mo 
IMPRINTERS — SALES LITERATURE 
L. P. MacAdams, Inc 301 John St., Bridgeport, Conn 


LABEL PASTERS 
200 North St., Teterboro, N. J 


McGill Paper Products, | 
Rochester Envelope Co 


Potdevin Machine Company 


9 Murray St., New York 7, N.Y. 
130 Flatbush Avenue, Brooklyn 17, N.Y 


LETTER GADGETS 


Penny Label Company 
M. Victor 


New York 19, N.Y. 
111 West Jackson Bivd., Chicago 4, Illinois 


LETTERHEADS 
270 R Lafayette Street, New York 12, N. Y 


Hewig Company 
A. Mitchell 


R. O. H. Hill, Inc 


MAIL ADDRESSING STICKERS 
Eureka Specialty Printing Company 
MAIL ADVERTISING SERVICES (Lettershops) 
Benart Mail Sales Service, 228 
Century Letter Co., Inc.. 
a 


Scranton, Pennsy!vanie 


East 45th St. New York 17, N.Y. 
48 East 21st St., New York 10, N.Y. 
, 386 Victoria St., Toronto 2, Ont., Can 
Fair i 417 Cleveland Ave. Plainfield, N.J. 
The Lemarge Company. . 417 S. Jefferson St., Chicago 7, I!!! 
The Letter Shop .214 Mission St., San Francisco 5, Cal 
Long Island Letter Service 95 Mineola Bivd., Mineola, N.Y 
Mailograph Co., New York 4, N.Y. 
Mailways 200 Adelaide St., West. Toronto 1, Ont., Canada 
Premier Printing & Letter Service. 620 Texas Ave., Houston 2, Texas 
The Rylander Company .216 West Jackson Bivd., Chicago 6, i. 
Spotts Mailing Corp. 2388 Univeniy Avenue, St. ‘Paul, Minnesota 
Union County Business Bureau 7 Elm Street, Westfield, New Jersey 
Woodington Mail Adv. Service 1304 Arch St., Philadelphia 7, Pa. 


MAILING LISTS—Brokers 
* Archer Mailing List Service 140 West 55th St., New York 19, N.Y 
* George R. Bryant Co. of N. Y., Inc. ..595 Madison Ave., New York 22, N.Y 
* George 8. Bryant Co. ...75 East Wacker Drive, Chicago 1, II! 
* Walter Drey, Inc , 333 N. ‘Michigan Avenue, Chicago 1, Illinois 
* Walter Drey, Inc 157 Federal Street, Boston, Massachusetts 
* Walter Drey, 257 Fourth Ave., New York 10, N.Y. 
* Guild Company 160 Engle Street, Englewood, New Jersey 
* Lewis Kleid Company 25 West 45th St., New York 19, N.Y 
* Willa Maddern, Inc 215 Fourth Ave., New York 3,N.Y 
Mapleton Service Company 399 Kings Highway, Brooklyn 23, N.Y 
* Mosely Mail Order List Service 38 Newbury St., Boston 16, Mass 
* Names Unlimited, inc .352 Fourth Ave., New York 10, N.Y. 
oR te i 932 Broadway, New York 10, N.Y 
Planned Circulation 19 West 44th Street, New York 36, N. Y 
Roskam Advertising (Mail Orde?) 1430 Grand, Kansas City 6, Mo 
* James E. True Associates .419 4th Ave., New York 16, N.Y 
* Members — National Council of Mailing List Brokers 


MAILING LISTS—Compilers & Owners 

Allison Mailing Lists 222 Fulton Street, New York 7, N.Y 
Associated Advertising Service 613 Willow St., Port Huron, Mich 
Berliner Mailing Lists, Inc. 840 Broadway, New York 3, New York 
Bookbuyers Lists, Inc. ‘ .363 Broadway, New York 13, N.Y 
Boyd's City Dispatch, Inc...... . 114-120 East 23rd St., New York 10, N.Y 
Catholic Laity Bureau. 45 West 45th Street, New York 36, New York 
Creative Mailing Service... 460 No. Main St., Freeport, New York 
Walter Drey, Inc... "933 N. Michigan Avenue Chicago 1, IIlinois 
Walter Drey, .. 157 Federal Street, Boston, Massachusetts 
Walter Drey, ...257 Fourth Avenue, New York 10, New York 
Drumcliff Advertising Service Hillen Rd., Towson 4, Md 
Dunhill List Company, inc. 565 Fifth Ave., New York 17, N.Y 
Industrial List Bureau 45 Astor Place, New York 3, N.Y 
Jewish Statistical Bureau 320 Broadway, New York 7, N.Y 
The Walter S. Kraus Co. ..48-01 42nd St., Long Island City 4, N.Y 
Mail-Ad Co.. ‘ 6238 Wilshire Bivd., Los Angeles 48. Calif 
Market Compilation Bureau . 11814 Ventura Bivd., N. Hollywood, Calif. 
Montgomery Engineering yeoman .8500 - 12 St., Detroit 6, Michigan 
J. R. Monty Turf Fan Lists. we .201 East 46th St., New York 17, N.Y 
Official Catholic Directory ‘Lists 12 Barclay St., New York 8, N.Y 

S. Ponton, Inc. .50 East 42 Street, New York 17, N.Y 
MAIL ORDER CONSULTANT 
Whitt Northmore Schultz 1115 Old Elm Lane, Glencoe, IIlinois 

MATCHED STATIONERY 
Tension Envelope Corporation....19th & Campbell! Sts., Kansas City 8, Mo 
MULTIGRAPH SUPPLIES 

Chicago Ink Ribbon Company 19 So. Wells St., Chicago 6 II! 
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Fox River 
W. C. Har , 
Hammermil!! Paper Com, 
International Paper Company 
McLaurin-Jones Co 
Mead Sal es Co 
Neenat , 
Nekoosa-Edw 
Rising Paper C 


Corp 


220 East 42: 
mpany 
810 Public Ledger 


PARCEL POST 
Corrugated Paper Products, Inc 

PHCTO ENGRAVERS 

Pioneer-Moss 460 

Moss Photo 

COLOR POSTCARDS 

Service 350 Wes 

PRINTING EQUIPMENT 

4510 East 

59 D 


Moss Photo 


Harris-Seybold 
Verner 
PRINTING—Letterpress 
The Davenport Press, inc 
McCormick-Armstrong Cc 1501 
Richmond Press 23 South St. 
PRINTING—Offset 
Service 
Co 1501 


Bachman Reproduc 
McCormick-Armstr 


tion 
ong 


New York, 
Legislature 


son of Westchester County, 
Bill in 1952 
to clip the wings the Industrial 
Commissioner by removing clerical 
work from his jurisdiction. It passed 
lower House but failed at last minute 
in Senate. 

Reintroduced in 1953 Session, it pas 
sed easily and was signed by Gover- 
nor Dewey on April l4th. No mat 
ter what the Board of Appeals de 
cides... “Order Number Five” is nul 
lified. Lettershops, contractors and 
home typists will no longer be re 
quired to get “certificates” and abide 
by the darndest set of complicated 
rules ever dreamed up by a wrecking 
crew. 

All around the country, worried 
eyes were focused on the New York 
fight. If such regulations could stick 
in New York they might spread else- 
where. This ending should bring re 
lief. Few people realize how depend- 
ent many large mailers have become 
on home typists... because they sim- 


introduced 


ol 


PAPER MANUFACTURERS 


West 34th 
PHOTOS IN QUANTITY 
350 W. 50th St 


71 


East Douglas 
Box 
Lithography 
.259 East 43 Street, 
East Dougias 
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Brookfie d, Massachusetts 
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MAILING BOXES 
2235 Utica Ave 
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654, Boston 2, 
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PRINTING— Letterpress Nw Offset Lithography 


Bel-Thomas Printing Co 
3 J K Copy-Art 


Lutz & Sheinkman 


Wisconsin 

ennsylvania 

Erie, Pennsylvania 
York 17, 


Miaquon, P 


Inc 


Proper Press, 
Sales Letters 
Shield Press, In 


Philadelphia 6, Pa 
enah, Wiscons 
Edwards 


Wiscc f 
Massachusetts 


stonic 
terstate Marketin 


34, N 


Brooklyn 


t Se 


SPEEDAUMAT uauaiaie 


New York 1, N.Y 


New York 15 


g coervice 


_ SALES PROMOTIONAL —- 


irving Avenue, Brooklyn 37, N.Y. 

165. West 46th St., New York 19, N. Y 

421 Hudson Street, New York 14, N.Y. 

Paradise, Pennsylvania 

229 West 28th St., New York 1, N.Y. 

129 Lafayette Street, New York 13. N.Y. 

250 West 49th Street, New York 19, N. Y 

2010 Montcaim St., Indianapolis, indiana 
SALES AGENTS 


656 Fifth Avenue, New York 19, N.Y 


ng Mail Order 5 PB E. 40,N. Y. 16, N.Y 


N.Y 
N.Y 


2 East 23rd Street, New York 10 
130 Flatbush Avenue, Brooklyn 17 


SYNBICATED HOUSE MAGAZINES 


York 


New 


Direct Mail Advertising Assn 
Mail Advertising Service Assn 


N.Y Remington Rand 
Kansas 
Mass. 


n St., Mineola 
Wichita 1, 
Clear Cut Duplicating 
The Adamm Compeny 
Walter ‘Doc’ Hanson 


New York 
Wichita 1, 


17, N.Y 
Kansas 


ply cannot get enough competent of 
typists. And many capable 
preter or are forced by circum 
to work at home. 
on it’s “legal” 
It has been ethically right all along 
.in spite of the Office Workers Un 
ion and the New York Labor Depart 
ment. 


tice wo 
men 
stance 


From now to do so. 


CAUTION ABOUT 
PERMIT INDICIAS 


A number of Post Offices around 
the country have been raising cain 
with advertisers who make too many 
“variations from _ standard” in the 
printing of third class permit indi 
cias. In some cases, users have been 
notified that Post Offices will refuse to 
accept any third class mail unless in 
dicias are printed in exactly the rather 
dull and unattractive styles shown in 
the regulation (P.O.Form No. 3610-A). 

We've been trying to track down the 


19, N.Y am Feather Co 


TYPOGR — - 


812 Huron Rd., Cleveland 15, Ohio 


TRADE ASSOCIATIONS 
17 East 42nd St 
18652 Fairfield Ave., 
TYPEWRITERS 
315 Fourth Ave., New York 
VARITYPING — IBM — PSM 
149 Broadway, New York 6, N.Y. 
VARITYPE EQUIPMENT 
250 Third Ave., New York 10, N.Y 
303 Buckeye Building, Cleveland 15, Ohio 


17, N.Y 
Mich. 


New York 
Detroit 21, 


10, N.Y. 


source the trouble... attempting to 
get some statement on how much va 
riation will be permitted. No luck so 


ot 


far. 
troubles... some 


“dressing 


One of biggest 
mailers have gone too far in 
up” the indicia. One fellow put ser 
rated edges around form... making 
it look nearly like a postage stamp. 
Post Office doesn’t like. Others have 
put in shaded backgrounds, making 
it dificult for postal clerks to read. 


Best bet for present is to follow 
standard forms as closely as possible. 
You can use solid tint block back 
grounds and there’s not too much 
objection to tilting the indicia slightly. 
But don’t go to extremes, like serrated 
edges or difficult-to-read typography. 
We are hoping the new Postal Affairs 
Committee of the DMAA will soon 
sit down with Post Office officials and 
work out a sensible modern “allow 
able variation” of the antiquated stand 
ard indicia form. 





Make the Most of Your Direct Mail Opportunities! 


MADDERN recommended prospect 
lists of DIRECT MAIL and MAIL 
ORDER buyers cost no more than 
ordinary lists, yet they are produc- 
ing record-breaking results for 
others, and they can do the same for 
YOU. Here are only a few examples... 


witta MADDERN, Inc. 


215 Fourth Ave., New York 3, N. Y. 


Without obligation, send us complete de- 
toils about more responsive moiling lists. 
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Product or 
Servico__ 





Compony___ 
Address 


_State__ 
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WE ARE CHARTER MEMBERS OF THE 


44,000 


186, 


170, 
100, 
180, 


900,000 


470, 


Ret 
for 
det 


esponsive 


lists 


industrial firms who bought maintenance 
equipment by mail. 

buyers of better class gifts, housewares, 
toys, etc. 

buyers of a book on retirement. 

buyers of travel books. 

buyers of a high cost dictionary. 

women interested in sewing tricks. 
active contributors to a wildlife conserva- 
tion fund. 


000 


000 
000 
000 


000 


Return this coupon for com- 
plete FREE detai!s about the 
profits you can make by 
renting your lists to non- 
competitive users. 


urn this coupon 
FREE 
ails about more 
prospect 


complete 


NATIONAL COUNCIL OF MAILING 


IF you have a list of 5000 or more 

names, and you want it to collect 

gold-dust instead of dust, let us 

rent it for you. You don’t sell 

your list, in fact it never leaves 
your premises. You simply collect a sub- 
stantial royalty for each use. 


Witta MADDERN, Inc. 


215 Fourth Ave., New York 3, N. Y. 


Without obligation, send us complete de- 
tails about the profits we can moke from the 
rental of our mailing list to non-competitive 
veers. 
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CONSUMER LISTS FOR BEST RESULTS - P()N T QN - “The House of Direct Mail” 
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W. S. PONTON, INC 


50 East 42nd St., New York 17, N.Y. 


15,000,000 


BUSIN’ 
Write Dep't “R 
Phone MUrray Hill 7-5311 


WS. Pomton s 


for FREE Catalog, , 








GOOD-BYE TO A 
GREAT SPIRIT 


by H. H. 


| saw him last a couple of summers 
Standing along the top-deck rail 
forlorn 


\ Pix k 


caricature 


ago. 
ol a 
little 
wickian 
ot John Bull... 


Europe-bound liner. A 
man with a 
character. A 
without the paunch. 


pixie face 


slim 


His daughter, son-in-law and mis 


cellaneous friends, including Harry 
Latz and this reporter, had been push 
ed from the stateroom party... down 
the gangplank... to the rambling 
pier. We clustered in that embarrass 
ed vacuum which precedes any sailing. 
He could 
hear him except me. For some reason, 
one he could 


So I 


would shout, but no one 


my voice was the only 
hear the 
the good-bye messages. 

The The 
He cupped his hands and _ shouted, 
between the waving 
arms, “Hen-ry, Hen-ry tell them 
God bless America.” Then he cracked. 
Tears came. He lay down on the rail 
sobbing. We cried, too. And left... 
feeling that be the last we 
would ever see of one of England's 
of good 


all 


in bedlam. relayed 


last whistle. boat moved. 


streamers and 


would 


ambassadors 


We would 


business 
America. 
forever. 


finest 
will 
him 

My friends in the British Direct 
Mail Advertising Association have giv 
the final details: —Arthur 
on the 31st day of 
in Charing Cross Hos 


to love 


en me 
Chadwick died 
March, 1953... 


pital, after a short illness. Age 77. A 
tew hours his death he was 
still cracking jokes with BDMAA 
President Edward Jones and other visi 
his usual custom. 

Arthur the kind guy the 
world has too few of. (Bad English, 

He was the 
caps) direct 


betore 


tors... 
was ot 
but entirely 
DEAN (spelled 
mail in Europe. He was a 
more than just an individual. Born in 
London 


proper.) 
in ot 
crusade, 
Liverpool... migrating to 
with darn few shillings in his pocket 
...he built one of the biggest direct 
mail operations in Europe. More than 
500 employees. Mailing lists of all Eu 
rope. He perpetually talked, preached, 
pleaded for better direct mail. Organ 
ized the British Direct Mail Advertis 
ing Association. Was active in every- 
thing. Civic affairs, social welfare, po- 
litics. 

He served on Lewisham Borough 
Council in the 1920's, and from 1934- 
1946 on Bromley Council. He was 
past master of the Arts and Crafts 
Freemason Lodge, the Rotarian Lodge, 
and a member of the London Grand 
Rank. He was president of the Lon- 
don Rotary Club in 1921, and a past 
president of the Rotary International 
of Great Britain and Ireland. He was 
a founder and past president of the 
Publicity Club London, chairman 
the British Mail Advertis- 


of 


ot Direct 


ing Association, president of the In 
corporated Sales Managers Associa- 
tion, and a Liveryman of the Needle 
makers Company. 

Arthur made many trips to Amer 
ica. About twenty. Swapped ideas. 
Cemented good will. He liked people. 
People liked him with his wing 
collar and bow tie... with his genial 
manner... his unending line of sto 
ries. 

I spent many days with Arthur 
Chadwick on that last trip of his to 
New York. I'll never forget the after 
noon at the Advertising Club bar, 
when he tried to teach Felix Tyroler 
and myself how gentlemen take snuff. 
Giving us the last word in friendship 
by sharing his antique box with us. 
In he described how his 
world had shattered when a bomb 
landed on his plant in London... 
destroying the work of a lifetime. The 
next day... another bomb had landed 
exactly on his home in Bromley. But 

.he waited hopefully for a better 
tomorrow ... which never came in his 
lifetime. 

This report won't mean a thing to 
the newcomers in direct mail. But 
had to get it off our chest. It has been 
a joy and a privilege for this reporter 
to know intimately and correspond 
with the funny littl guy with an 
unquenchable something. He did so 
much to make advertising a business 
to be respected. 

The British Advertising Fraternity 
conducted a memorial service for Ar 
thur Chadwick on April 24. Although 
it was impossible to be present, this 
reporter joined across the miles in say 
ing a final good-bye to a great spirit. 


between, 





460 W. 34th ST.. N. Y. C. 
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What a difference perfectly prepared copy 
makes in the finished print job . . . and what a 
difference the IBM Electric Typewriter makes 
in the preparation of the copy. 


You’ll notice how much more clean-cut 
the type impression is, how much more even 
the color and alignment, how much more 
distinguished the over-all appearance. 


The IBM Electric is so much faster and 
easier to operate, you save time and money 
all along the line. And what’s equally impor- 
tant, it will pay its way many times over in 
orders from customers because of your finer 
offset reproductions. 





| 


| € lucthicy [yppounitins 


~~. 


IBM, Dept. DR-1 
590 Madison Ave., New York 22, N. Y. 


| () Id like to see the IBM Electric 
Typewriter. 


) a Please send brochure. 


Name 





Company 





Address 





City. 








right... 


from the 
beginning? 





paper is the base of the job 


Well begun, half done...fine art, good copy 
the best of engraving... 

they all need the right paper 

to complete a satisfactory printing job. 
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PAPERS FOR PRINTING AND CONVERTING 








220 East 42nd Street, New York 17, N.Y. 








